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NOTE the preposition. .. the author- 
ity ... not an authority. That’s 
how government and industry 
leaders and mine officials on the job 
assess ENGINEERING AND MINING 
JOURNAL’s service to the worldwide 
metal and nonmetallic mining, mill- 
ing, smelting, and refining industry. 
Recognized editorial authority is 
but one of the hard-to-measure in- 
tangibles that spell out a publica- 
tion’s usefulness to its industry — 
and its impact as an advertising 
medium. 

E&MJ sells harder for manufac- 
turers simply because it has more 
to interest its readers — consistently 
outstanding editorial, month-by- 
month coverage of significant tech- 


nological developments, a broader 
editorial service geared to the in- 
dustry’s varied activities. E&MJ’s 
editorial staff is the largest in the 
field. 

For advertisers, ENGINEERING AND 
MINING JOURNAL provides the high- 
est paid circulation in the United 
States, Canada and abroad... al- 
most twice the paid coverage of the 
top buying influences available else- 
where. That’s why E&MJ published 
more advertising in 1955 than the 
two nearest publications together. In 
1956, E&MJ offers you the 12 
monthly issues, plus the 1956 Mining 
Guidebook and Buying Directory 
Issue, a 13th issue coming in Mid- 
June. 


ENGINEERING AND 
MINING JOURNAL 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND ST., NEW YORK 36, N.Y. 
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YOU CAN STIMULATE 
YOUR FUTURE MARKET 


as over 11,5500 Companies have done in the 
1956 Annual Edition of Thomas Register, by in- 
cluding T.R. in your 1956 Advertising Budget. 


More Advertisers, advertise in the single 
annual edition of T.R., than advertise in 
all other Industrial Publications combined. 


THOMAS PUBLISHING COMPANY 


461 EIGHTH AVENUE @ NEW YORK 1 
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where it counts 
...with the men 
who make decisions 
in our big, booming 
industry. 












NOT MERE 
RECEIVERS 


make your printed 
sales message an 
advertisement in 


Quality Editorial works 
for YOU always in 


ROCK PRODUCTS . . . ROCK. 
because it works for 

our readers first PRODUCTS 
@ 
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THE INDUSTRY'S RECOGNIZED AUTHORITY 















79 West Monroe Street, Chicago 3, Illinois 


200 E. Mlinois St. elowee 7-5200 


New York 17 { 
480 Lexington Ave.—Plaza 5-0404 


San Francisco 3 
Simpson-Reilly Ltd.—703 Market St. 
DOuglas 2-4994 


Los Angeles 17 
Simpson-Reilly Ltd.—1709 W. 8th St. 
DUnkirk 8-1179 


Published monthly except June, semi- 
monthly, by Advertising Publications Inc. 
at 200 E. Mlinois St., Chicago 11, U. S. A. 


Single copies 25 cents, except the Market 
Data & Directory issue, published June 25, 
$1.50. Subscription rates: one year, $3; two 

years, $5; three years, $6. No postage for 


< inlied Stones te: U. & panivesictn, Canal 7 


or Pan-America.. Add $2°per year for 


JANUARY * 1956 
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shop talk 


= The new year is certainly getting 
off to a rosy start. It’s pretty hard 
to look at the forecast we’ve com- 
piled from our readers’ views and 
see anything but good things for 
1956. Nearly everyone, it seems, is 
anticipating a healthy sales and ad- 
vertising year. 

We feel that this year’s report is a 
far better indication of things to 
come than our previous forecasts. 
In the past two years, our survey 
returns have more than doubled. 
We feel that this indicates not only 
a growing interest in this annual 
feature, but results in a more ac- 
curate picture of things to come. 

While any sales and advertising 
forecast must be viewed with a 
realization that there are many un- 
known quantities which can com- 
pletely alter the end result, the fact 
that the dissenting voices are so few 
in number this year gives cause for 
thought. 

We would like to take this op- 
portunity to thank all of our read- 
ers who joined in to help us prepare 
this forecast of 1956. We sincerely 
hope that all of the optimism will 
prove to be justified and that we 
can present a similar report next 
year. 


® This column is being written just 
before closing shop for the Christ- 
mas holidays. In the past few days, 
we've participated in many discus- 
sions on the evils and/or joys of 
business Christmas gifts. While we 
are forced to the conclusion that 
there is no pat answer to this often 
debated question, we often get a 
chuckle out of some of the things in- 
dustrial firms do to by-pass the 
problem. 

Probably the “idea of the year” 


on this score was a form letter we 


received from the purchasing agent 
in New England. It. quoted this ex- 
cerpt from the company’s policy 
manual: “The acceptance of gifts 
from vendors or sub-contractors, 
current or prospective, is strictls 
forbidden.” The catch, however, was 
that the letter, while dated Dec. 16, 
was put into the mails so that it 
arrived two days before Christmas 

long after the average business 
gift giver would have “taken care 


of his friends.” 


s We've just completed some long- 
range planning on the editorial con- 
tent of IM for 1956 and feel so con- 
fident that the upcoming material 
will be to our readers’ liking that 
we'd like to toot our horn just a 
bit. We'll be shooting for more depth 
than ever before in our features. 
For example, during the next year 
you ll find comprehensive reports 
articles which go far beyond the 
“what was done angle” and get into 
the “hows” and “whys” 
subjects as: 
® Industrial marketing research 
@ Producing industrial films. 
e The use of SIC classifications. 
e “Selling” advertising budgets 
top management. 
® Producing product literature 
@ Another 
leading industrial advertisers 
Media selection. 
© The use of color in industrial ad 


on such 


series of case studies 


vertising. 
© Employe recruiting. 

This is just a sample, but it should 
indicate the attempts we’re making 
to make IM even valuable to 


its readers. 


The Editoeo 


more 


Complete table of contents ... pages 8 &9 





Representatives: 


A. P. Ford, Sales Manager John B. Verrier, Jr. C. Robert Bilbrey 
7301 Euclid Avenue 55 W. 42nd Street 53 West Jackson Blvd. 
Cleveland 3, Ohio New York 36, N. Y. Chicago 4, Illinois 
UTah 1-0200 CHickering 4-2713 WaAbash 3-7822 


W. J. Hilty James P. Hontas Donald J. Walter 
7301 Euclid Avenue 55 W. 42nd Street 20050 Livernois St. 
Cleveland 3, Ohio New York 36, N. Y. Detroit 21, Mich 
UTah 1-0200 CHickering 4-2713 UNiversity 4-3861 
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t™ EASTMAN 


... keeps 26,000 Metals Engineers 
turning HERE for useful authoritative 
Metals engineering information 


If what you sell requires the buyer to have a knowledge 
of metals, your selling target is the same as ours — Metals 
Engineers. You sell products. Our product is editorial. 
Your salesmen talk the language of Metals because they're 
taught to. Our editors actually help form and continually 
write that language. 


Our editors have broad experience as Metals Engineers 
themselves. They are in constant touch with leaders in 
the metal-working industry. They present the new, the 
vigorous, the live phases of metals — their production, 
selection, processing, fabrication and design application. 


* HERE’S PROOF! 


Over 90% of subscribers read Metal Progress 
in the first week. 


78% of readers rate editorial material good 
or excellent. 


82% receive their copies at home for more 
effective study. 


Inquiries are received at a rate of over 
100,000 a year. 


(Figures supplied by Commercial Research Bureau) 


And we prove that they are hitting the readership mark 
by using EASTMAN EDITORIAL RESEARCH, 
exclusive to us in our field. Eastman Research gives us 
a continuing check on reader interest, underwrites the 
quality and value of our editorial product. 


With EXPERIENCE plus EASTMAN as our selling 
combination, you can be sure that the 26,000 Metals 
Engineers who subscribe to Metal Progress are thoroughly 
sold on our product. We trust they are as equally well 
sold on yours. They will be if you advertise to them. 
And you should if your buyers require a knowledge of 
metals to buy what you sell. 


Metal 


I rom ~— ress 
The Magazine of Metals Engineering 


Published by the American Society for Metals 
7301 Euclid Avenue ¢@ Cleveland 3, Ohio 


January 1956 /'s 
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S.LC. MAJOR GROUP 34 AND OTHER 
RELEVANT S.1.C. CLASSIFICATIONS 





FABRICATED 
METAL 

PRODUCTS 
INDUSTRIES 


Now that THE MODERN INDUSTRIAL “PRESS” is a Watson Publication, big plans 
are afoot to better serve that distinct segment of the metal working industry—the 














major consumers of metal sheets, strips and plates—who press, shape, forge. 
extrude, shear or bend metal, where the shaping action is NOT 
dependent upon a cutting tool. 

The basic editorial and circulation policy of THE MODERN INDUSTRIAL 
“PRESS” will remain as it has been since its establishment sixteen 
years ago—1939 to be exact. 

The new publisher and staff will vigorously pursue the common interests 
of the key men in custom stamping plants, as well as in captive plants where 
mass production of fabricated metal products is a primary activity. 

Here is the new publishing staff now at your service in 

THE MODERN INDUSTRIAL ‘’PRESS”: 

David R. Watson, Publisher; Frank Richter, Editorial Director; 

Matt E. Hevertz, Editor; Charles W. Behrens, Managing Editor; 

Harry Madlin, Contributing Editor; $. E. Andresen, Consultant to the Publisher; 
Ernest C. Morse, Consulting Editor. 


The impressive format of THE MODERN INDUSTRIAL “PRESS” bears a strong 
family resemblance to the other Watson Publications—MOoDERN RAILROADS and 
APPLIANCE MANUFACTURER. 

Now, THE MODERN INDUSTRIAL “PRESS” will follow the same editorial and 
circulation policies as well as the progressive publishing concepts which have proved 
so effective in MODERN RAILROADS and APPLIANCE MANUFACTURER. 
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The U. S. Secretary of Commerce gives IM his forecast ...... 


Tex-Me-Tollllolaal-ta 


Tale br-j>4- i aal-\et-> 41a) - sn 


the 


The Honorable Sinclair Weeks, Secretary of Commerc« 
States, predicts in an exclusive forecast statement 
first quarter of 1956 will see a 12% rise in new plant 


expenditures. Other aspects look gc 


Export industrial ad budgets up 10-20% ............ 


A round-up of specialists in ext 


the ‘56 picture. It includes more wor 
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How to make a photo calendar that customers will use . . 


Like a good TV commercial, a good industrial calendar 


rite 


offers a sales message hut keeps the viewers viewing. Here's 


c 


way Worthington Corp. gets, and uses, its calendar pictures. 


Ww 


Advertising spotty for business paper leaders in ’55 . . 


The “big four’ among business publicatic 


Pz Temelsitisgiem-is 


MARCH 1956 


advertising in 1955. But others 


1956: Year of application in advertising production ... . 


A multitude of developments in the graphic arts 
years now can be put to use. It means more use ¢ 
printing methods and of color photostats for faster 


color ...among other things. By Dick Hodgson 


Superb copywriting backs up choice of Adman of Year .... 109 


Armstrong Cork Co.'s advertising gets the nod for the Copy Chasers 
highest honors for 1955, as the company’s director of advertising and 


promotion is named Industrial Advertising Man of the Year. 


‘ 
4 


Should top executives make sales calls? They disagree .... 118 


When Todd Co. abandoned its annual sales meeting and, instead 
sent 17 top executives into the field for a week to call on customers 
it made news. Was it a good thing to do? Heads of other companies 


were divided on the question. Here are their comments. 


Editorial index . . July through December, 1955 ........ 
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Challenges 
comparison! 


Only Chemical 
Engineering 
Progress, 

no other publication 
serving the 

chemical process 
industries, 

offers you 
such select, 
no-waste 
circulation to 
chemical 
engineers! 


Chemical |= 
Engineering 
@ Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


25 West 45th Street, New York 36, N. Y. 


Remember... 
the engineer is educated 
to specify and buy! 
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Says distributor articles OK; 
and as for Conover-Mast. . 
= I am sure that if people in my 
organization knew that I was writ- 
ing this morning they would kid me 
about the fact that I was about to 
throw you bouquets for your No- 
1955 issue because my 
name is in the article on page 112. 
That is not the reason for this 
letter but rather just to say “thank 
for the wonderful job that 
your staff did in the November 
issue. It just so happens that we 
are in our planning and budgeting 
period for 1956. We have about 
eighteen months experience work- 
ing with industrial distributors and 
the articles on industrial distribu- 
tors, plus several of your other arti- 
cles, fitted perfectly into the think- 
ing that we are doing for the next 


vember 


you” 


few months. 

I did have one negative reaction 
to the make-up of the November 
issue. I was very disturbed at the 
Conover-Mast purchasing directory 
insert. Each time I opened the book, 
it automatically popped open to 
this insert. Conover-Mast probably 
would love to hear that but I don’t 
think you should. It just became an 
annoyance to me that I could not, 
as I looked up various articles in 
the book, get by this insert very 
easily. Try it yourself — to fan by 
this insert and you will discover 
that your fingers automatically re- 
about thirty pages without 
actually fanning through them. 

We will be looking forward to 
future issues as good as this one. 
E. A. JOHNSON 
- Sales, Barry 
Watertown, 


lease 


Vice President 
Controls, Inc. 
Mass. 


More facts on how to film 
your sales training school 


= I have just read with a great 
deal of interest the article by Rich- 
ard J. Brown of U. S. Plywood in 
the September issue of INDUSTRIAL 


MARKETING, “Film your distributor 
sales training school and cut costs.” 
We are very much interested in 
your solution to a common problem 
and wonder whether we can impose 
upon you for more information. 

We would appreciate knowing 
the approximate cost of that par- 
ticular film and the preparation 
time involved. Also. . 


1. The illustration in the article in- 
dicated a tape recorder. Was your 
final sound track an optical one or 
magnetic? 


2. Did you shoot your scenes in 
sequence, TV style, to avoid ex- 
cessive editing? 
R, E. TERRY 
Advertising Division, Inger- 
soll-Rand Co., Phillipsburg, 
N. J. 


[Final sound track was optical. In- 
troduction and closing portions of 
film were shot first, but major por- 
tion — a lengthy product demon- 
stration was shot in 


—Ed.] 


sequence. 


The Reynolds story takes bow 
s There is no doubt in my mind 
that your publication, INDUSTRIAL 
MARKETING, is the finest trade jour- 
nal published for those who endeav- 
or in the fields of advertising and 
sales promotion. 

The marketing officials of this 
company, including our president, 
enjoyed recently your very fine case 
study of the advertising programs 
of the Reynolds Metals Co. In fact 
this case study was used for back- 
ground information for a _ recent 
presentation given to the local Ad- 
vertising Club. I note from a cir- 
cular, which I received today from 
your publication, that the Reynolds 
Story and the case histories of two 
other well known organizations are 
now being placed in a carefully pre- 
pared portfolio for distribution to 
those who wish to become subscrib- 
ers to INDUSTRIAL MARKETING. 


Continued on page 12 











DOLLARS say AMERICAN ARTISAN is 
~ the BEST READ BOOK in... 


Residential Air Conditioning © Warm Air Heating © Sheet Metal Contracting 


en Ee 
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ARTISAN 


Readers of this field-leading book are the KEY dealer-contractors 
and wholesalers handling 80% of the available business. In no othe 
medium can you reach them ‘“The American Artisan Way.” And what 
is that way? Simply, an outstandingly useful editorial job which attracts 
and holds PAID subscribers. Every copy is paid for because it’s worth 
it! Here’s assurance, backed up by dollars on the line, that American 
Artisan is wanted, respected, and used. Doesn't it follow that American 
Artisan is where your advertising effort should be concentrated? 
Remember, it’s the only book in its field that can provide you with 


a 100% paid circulation. 


®@ 


Keeney Publishing Co. 6 N. Michigan, Chicago 


NEW YORK: 1734 Grand Central Terminal 
AIR CONDITIONING HEADQUARTERS CLEVELAND: 737 National City Bank Bldg. 


LOS ANGELES: 672 S. Lafayette Park Place 


january 1956 /11 





to 
scaffolding 


Civil Engineers 

specify or buy 

construction 
materials 


New construction techniques and complex 
processes have greatly extended the respon- 
sibilities of professional Civil Engineers in 
specifying the materials required to execute 
their designs. 


In a new study of 293 Civil Engineers en- 
gaged in all fields of construction, 92% 
reported that they specified or purchased 
up to 41 different types of materials. They 
also indicated preferences for materials and 
installed equipment by brand name. 


This is why it pays to sell the 39,000 pro- 
fessional Civil Engineers who each month 
spend more time reading CIVIL ENGINEER- 
ING than any other publication. 


Send for your 
copu of Survey Report #2 for details 


Engineers are educated 
to specify and buy. 


SOCIETY OF 


Wik 
ENGINEERS 
FOUNDE 


ENGINEERING 


The Magazine of Engineered Construction 


THE AMERICAN SOCIETY OF CIVIL ENGINEERS 
33 West 39th Street, New York 18, N. Y. 
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LETTERS .. 


continued from p. 10 


We would like very much to ob- 
tain at least two copies of the afore- 
mentioned portfolio. 

WALTER J. GANS, JR. 

Advertising and Sales Promo- 

tion Manager, Southern States 

Iron Roofing Co., Savannah, 
Ga. 


Says small agency can do 
as well as big ones 


= I read with a great deal of in- 
terest the article in your November 
issue, “How We Picked an Indus- 
trial Agency,” by Paul A. Wilks of 
the Perkin-Elmer Corp. 

From his intelligent comments on 
this matter of agency selection and 
the shared responsibilities involved 
in an agency-advertiser contract, it 
is obvious that Mr. Wilks and his 
corporation would be very fine cli- 
ents. We are sorry not to have been 
one of the groups considered. 

Our agency is a close neighbo1 
of Perkin-Elmer’s (as Mr. Wilks 
said, geographic location is “Point 
One’) and so we are of course par- 
ticularly interested in their case. 
But I believe his subject is a matter 
of interesting debate to people in 
the advertising field anywhere. So 
if this article has started a debate, I 
would like to enter it on the issue 
of agency size. 

Quality of 
markets and methods, and genuine 


work, knowledge of 


interest in the account are indeed 
essential exactly what I would 
look for if I were on that side of the 
fence. But 
found only in the big agencies. And 
I think the 


budget often receives more of the 


those abilities are not 
moderate advertising 


available abilities in an agency of 
moderate size. There are several 
good reasons for this, plus some im- 
pressive case histories on companies 
and agencies that have grown big 
together. An agency should not be 
by-passed on the principal basis of 
size. 

It is also true, of course, that 
by-passed 
Wilks 


stated, each partner must share the 


clients are occasionally 
by their agencies. As Mr. 


responsibility for success. 


I don’t know what agency Perkin- 
Elmer selected. I’m not going to look 
because it will undoubtedly turn out 
to be one which I admire and where 
I have good friends, and I would 
immediately tear up this letter. 

As it is, my position is strictly 
academic. I would enjoy discussing 
it in more detail, and I am hoping 
that, if a group does gather for de- 
bate, somebody will invite me. 

VAN LEAR WOODWARD, JR. 

President, Woodward & Byron, 

Westport, Conn. 

[The agency selected by Mr. Wilks 
and Perkin-Elmer Corp. was G. M. 
Basford Co., New York.—Ed. ] 


Where can you get syndicated 
company magazine? 


® One of our industrial clients is 
interested in a syndicated house 
organ. 

Do you happen to know of anyone 
who produces a general industrial 
house organ which is available for 
purchase on a syndicated basis? Any 
information you can give us will be 
greatly appreciated. 

B. W. STELLE 

B. W. Stelle Advertising, Phil- 

adelphia 
[Can anyone help?—Ed. ] 


What good is industrial 
advertising, researcher asks 


= We have been asked to find out 
of what value industrial advertising 
is. Would you be able to help us? 
Do you have any studies, or case 
histories on this subject? 

Thank you for any help or infor- 
mation you can give us. 

MARY-LOU GAENSBAUER 

Research Department, Maxon, 

Inc., Detroit 
[That’s a broad subject, which IM 
has been writing about for 40 years. 
In 25 years, industrial ad volume 
has risen from $150,000,000 a year to 
almost $1 billion—the forecast for 
56 (see Angelo Venezian’s article, 
IM, Dec.). For a case study, see the 
Reynolds Metals story in the Oc- 
tober IM. And don’t miss Putman 
Publishing Co.’s library of award- 
winning industrial advertising that 
has documented its effectiveness. It’s 
at 111 E. Delaware Place, Chicago 
—Ed.] 











MERCHANDISE AND MARKET 


PUBLISHED MONTHLY IN THE INTEREST OF ADVERTISERS 
by Associated Construction Publications 


onstruction Equipment Dealer Tells 
How Regionals Sell 


Mr. H. J. Adams, author of this article, 
is president of Cunningham - Ortmayer 
Company in Milwaukee. His opinions 
reflect those of many other successful 
equipment dealers who have found re- 
gional construction publications an excel- 
lent source of stimulating sales. 


WHY REGIONALS SELL 
USED EQUIPMENT 


For several years after the end of 
World War II, used equipment sales 
presented no particular problem for 
Equipment Distributors. As the mar- 
ket for new equipment changed from 
the “expansion”? phase more and 
more to the “replacement” phase, 
the sale of used equipment became— 
and is—the most important single 
part of any equipment business from 
a profit and loss standpoint, and 
from a working capital standpoint. 


In analyzing the used equipment 
market from both a supply and a 
demand standpoint, several simple 
facts become obvious: 


1. There is a supply of used equip- 
ment all over the United States 
and Canada. 


There is demand for used equip- 
ment all over the United States 
and Canada, although the de- 
mand may vary from area to 
area. 


All things being equal, a buyer 
prefers to buy in his own area, 
from established houses with 
which he is familiar. 

The economics of freight, cost of 
inspection, cost of service and the 
financing arrangements dictate 


Used Equipment 


that types of equipment that are 
manufactured in large volume 
and sell in the lower dollar range 
must be sold in the local area. 

Air Compressors, small Tractors, 

Pumps, Mixers, are examples of 

this type of equipment. 

With these facts in mind, it seems 
that the bulk of used equipment can 
and must be sold in the local area 
through regional trade papers. The 
relatively higher cost of national 
trade paper space dictates that such 
space only can be used _ profitably 
to advertise specialized equipment, 
usually in the higher dollar brackets, 
and of a type not usually found in 
the general used equipment market. 


More and more used equipment 
sellers are offering their trade-ins on 
a “Reconditioned and Guaranteed” 
basis and the cost of backing up a 
piece of guaranteed used equipment 
over 200 miles from home base is 
prohibitive. Here is another reason 
that regional trade papers can be 
used profitably for advertising the 
general bulk of used equipment. 

Every equipment house would like 
to be able to dump its used equip- 
ment in a distant area, at a profit, 
so that the saturation point of his 
local market thereby will be pushed 
up a notch or two. However, it is 
going to be very difficult to get Bill 
Smith to travel 500 or more miles to 
look at a used piece if ten similar 
pieces are being offered in his home 
area. Reduced delivery expense and 
the promise of local service will 
more than offset a 19% to 15% 
lower cost in such cases. The Re- 
gional Trade paper gets the nod. 

National publications are very use- 
ful in advertising the high dollar, 
specialized pieces that Bill Smith 
finds are not being offered in his 
local area, but for the week after 
week advertising of general run of 
the mill used equipment, available 
everywhere, all things point to put- 
ting the advertising dollars in the 
regional trade papers. 
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THE NEWS IN BRIEF 


President stands pat on pay-as- 


you-go roads. 

Steel shortages to plague buyers 
of all heavy equipment. 

1956 road programs by states to 
show up to 10% increase. 


Construction spending to climb 


5% in 1956. 
ADVERTISING TIP 
OF THE MONTH 


Because more contractors and _ their 
men read ACP Regionals than any other 
publication, manufacturers and distrib- 
utors of construction equipment prefer 
them for advertising the availability and 
quality of their parts and service. A man- 
ufacturer can pinpoint his message by 
telling the number of dealers served by 
the regional publication, their total value 
of parts stocks, equipment investment, 
distance between dealers, etc. A distrib- 
utor can localize his message to the num 
ber of counties he serves, the number of 
service trucks and servicemen, parts in- 
vestment and inventory, his equipment 
bays, etc. This can often be most effec- 
tively told through a factual case-history 
type of ad. 


7 OUT OF 10 CONSTRUC- 
TION MEN READ ACP 
REGIONALS 


According to facts released by an in- 
dependent research organization, 7 out of 
10 men read and prefer ACP Regionals 
over all other construction publications. 


This majority preference constitutes an 
overwhelming endorsement of ACP Re- 
gionals’ editorial content, local bid news 
and local advertisers. 


wuat ACP means 


ACP means Associated Construc- 
tion Publications —a group of 14 
regional locally edited and pre- 
pared publications that have vol- 
untarily grouped together to give 
advertisers unduplicated circulation, 
deep and local penetration, with 
coverage to match any desired con- 
struction market. For detailed in- 
formation, write George Stewart, 
Sec’y., 6 South Orange Avenue, 
South Orange, New Jersey. 
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MacRAE’S 


Delivers 


Concentrated 





Industrial 
Circulation 


In the $50 Billion metalworking segment of the indus- 
trial market, for example, $34 billion (70% of the 
total national volume) is concentrated in the Middle 
Atlantic and East North Central areas. In these same 
areas, MacRae’s concentrates 65.52% of its metal- 
working circulation. It is by this carefully controlled 
concentration on the vital industrial buying areas that 
MacRae’s makes your directory dollar do its most 
effective selling job. Remember, too, 84% of the in- 
dustrial purchasing decision makers receiving it, state 
that MacRAE’S is their principal source of where-to- 
buy information. That is why, if you sell to industry, 
you also need MacRAP’S. Reserve space now. 


Write for the new 

folder — “WHERE WILL 

YOUR INDUSTRIAL AD é 

DOLLAR SELL HARDEST? “ I 1956 circulation 
| I-| more than 21,500 


MacRAE’S sco 
ac BOOK 
18 East Huron Street, Chicago 11, Illinois 
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LETTERS .. 


continued from p. 12 


IM covers ‘all too familiar’ 
subject, impresses readers 


= Your November, 1955, issue car- 
ried an editorial by G. D. Crain, Jr., 
entitled, “Help Your Agency to 
Help You.” This appeared on page 
200 under the general heading of 
“Editorially Speaking.” 

Several of our account men were 
quite impressed by this article, 
since it touches on a subject with 
which we are all too familiar. Con- 
sequently, it has been suggested 
that we determine whether reprints 
of Mr. Crain’s editorial can be 
supplied to us. 

In the event reprints are not 
available, do we have your permis- 
sion to make our own reprints— 
giving you the usual credits, of 
course? 

LEE EDMISTON 

Agency Manager, Keller-Cres- 

cent Co., Evansville, Ind. 


Industrial newsletter asks 

to reprint IM ‘forum’ 

= May we have your permission to 
reprint the Top Management Forum 
which appeared in the December, 
1955, issue? This covered the state- 
ments by Mess’rs. Tewksbury and 
Wozar (“Executives Tell Why They 
Launched New Divisions’). 


PARKER R. TYLER, JR. 
The Tyler Letter, New York #8 


i] 


“He handles our know-it-all clients.” 








RONA ~>-- -- 


*\ a ‘ : Tee a Bete oe Industrial Ratio Map of 
poet, TENNESSEE | NORTH CAROLINA - = = & U. S. The area of each 
state is in exact ratio to 
the other states based 
on the value of manu- 
facturing. M.P.A. covers 
the “Heart of Industrial 
America” exclusively. 


ore. 
2-ARi 
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J 
LOUISIANA } miss. 5 ALABAMA 


90 -Billion-Dollar Industrial Market 


In the Industrial Heart of America 


Is Your Passport to More Sales 


<f Yes, in the “heart” is the world’s richest concentration of industrial 
Pe ph buying power. Right here is where industrial P.A.’s are on extensive 
Lowsoune! spending programs for our expanding industries. Advertising in M. P. A. 


“gat Ro at 
a eat will help your salesmen get their share. 


v "yy 
t 
4 The Midwest Purchasing Agent 


4 oo 
ya 


MAin 1-7441 Ex : 639 PENTON BUILDING 
eS 





CLEVELAND 13, OHIO 
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A dvertising goes where advertising 


more pages in these two leaders 


et | 
Chemical. 
: Week- 








Ee 

PROCESS 

MANAGEMENT'S ff 
° OWN MAGAZINE J 
, 





McGraw Hill Publications AR’ ABC) 330 West 42nd St, New York 36, NV. Y. 


| 





Chemical 
Engineering 


... MORE 
ENGINEERING-MINDED 


PRODUCTION MEN 
READ IT 
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pays.. 











that’s why more advertisers invest 


id otcte mete le-¥| Mela e\—) at ©) ad ia magazines combined! 





Wise. marketers penetrate all major buying functions... it’s basic to 
stftcessful selling in the $41 billion-a-year spending Chemical Process 
Industries. These marketers know no single publication can possibly meet 
the specialized, distinctly different demands of both production-engineer- 
ing and management influences . .. they choose two magazines. To reach 
and sell production-minded engineers, these leading advertisers placed 
4,118 pages in Chemical Engineering last year alone .. . while, to capture 
the equally indispensable purchasing power of management in adminis- 
tration, production and research, they inserted 3,530 pages in Chemical 
Week. Together .. . Chemical Engineering and Chemical Week carried 50.2 
percent of the advertising space invested in all CPl magazines during 
1955...more than in all competitive media combined! Find out how 
these two McGraw-Hill leaders can build more "56 sales for you. Ask 
your CE or CW representative for “A Comparison of Advertising Space 
in CPI Publications”, or write our Research Department today. 








Now @ e @ all-industry coverage 


TWICE ont in conase 


New industrial products are coming so 
quickly these days that faster reporting 
is needed by user and supplier alike. 


No time need be lost in putting new and 
better equipment, parts and materials 
to work. 


In this faster age an extra half month 
is a long time to wait for the news of 
any product which can save time or 
money. 


Thus the new twice-a-month publication 
of CIEN is an important plus service to 
Canadian buyers and adds greatly to 
the news value and impact of your ad- 
vertising to Canadian industry. 


CIEN has done it again! CIEN leads once 
more in improving the effectiveness of 
your industry-wide coverage of Canadian 
markets. 


We have also increased the maximum 
size of CIEN space units to 7 by 10 
inches. Horizontal double units, 7 by 
43/, inches, are also accepted. 


Let us send you full particulars. 


cae 
INDUSTRIAL 
a 


No. 1 Publication to Sell Canadian 
Industry 
Most News of Industrial Products. 


Head Office: Gardenvale, Que. 


..VErnon 2969 
Midwest 4-1072 
... LAfayette 3-4688 
HArrison 7-3730 
CHerry 1-2221 
.....EMpire 3-2087 
PArkway 2-015! 
TUxedo 2-3583 
..BRoadway 4422 
KAlamazoo 4-2868 
LUdlow 5-5525 
....Fillmore 3-8298 
...ORchard 5-845! 
...OXford 5-0500 
...UNiversity 5-2306 
GRanite 2-6500 
....EXpress 1-0244 
....FAirfield 2925 
Rochester ..... CUlver 0346 
Western Springs, WM. ...CHestnut 6-3180 


Atlanta . 
Birmingham, Mich. 
Boston .... 
Chicago ........ 
Cleveland .... 
Detroit . 

Garden City, ‘Mich. 
Grosse Pointe, Mich. 
Indianapolis 
Kalamazoo 

Los Angeles 
Maywood 
Minneapolis 

New York 

New Haven 
Philadelphia 
Pittsburgh 
Richmond 
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Petroleum market 
gets more complex 
as it grows 

If you sell to the petroleum in- 


dustry, 
you won't want to miss. The growth 


the following story is one 


and the opportunity in this industry 
is tremendous. Here are the details 
gathered by IM editor 
Frederick Borden from these editors 
in the industry: 

Kenneth B. Barnes, editor of Oil 
& Gas Journal; Virgil B. Guthrie, 
associate editor of Petroleum Proc- 
essing; George B. Gibbs, editor of 
Petroleum Refiner; Patricia A. Far- 
editor of National 
Frank B. Taylor, 
editorial manager of Independent 
Petroleum Monthly; James M. Suth- 
erland, news editor of Petroleum 
Week; and J. E. Kastrop, editor of 
Drilling & Producing. 


associate 


rell, assistant 
Petroleum News; 


# Demand for petroleum products 
is expected to reach an all-time 
high during 1956. 

Anticipated to be in excess of 
9,000,000 barrels daily, this demand 
will mark a daily gain of about 
350,000 barrels, an increase of about 
4% over 1955, the previous record 
year for the industry. Leading edi- 
tors, familiar with conditions in the 
field, foresee a continuously increas- 
ing demand through at least 1960, 
at which time they expect that daily 
demand will reach about 10,000,000 
bbl. 

Some concept of the real nature 
of this volume may be reached by 
considering the amount of handling 
facilities required to handle such a 
product total. It is estimated that 
a single day’s shipment from the 
nation’s refineries would fill 18,100 
miles of 10-inch pipeline, or that it 
would require 378 trains, each of 100 
tank cars of 10,000 gallon capacity, 


IM asks business 
paper editors 
about conditions 
in their fields. 


to move one day’s petroleum de- 
mand. 

Of the total product demand for 
1956, (which comes to well over 3 
billion barrels on an annual basis), 
gasoline will represent 1.4 billion 
bbl., distillate fuels 631,000,000 bbl., 
and residual fuels 586,000,000 bbl. 
The volume for the last named group 
of products will be about the same 
as during 1955, while gasoline totals 
will be up 4.3%, and distillate fuels 
about 6.2% over last year’s figures. 

This increase in volume will have 
a notable effect upon buying pro- 
cedures and influences in the pe- 
troleum products industry. Equip- 
ment will become more complex. 
The buyers of this equipment will 
require more detailed information 
from the advertising they read. In 
the words of one editor, “Ads should 
become more replete with per- 
forrmance data and less ballyhoo.” 

In addition, maintenance is ex- 
pected to come into increasing im- 
portance as a design feature of 
equipment. As machinery becomes 
more complicated, more technicians 
will be required to maintain it, and, 
this editor continues, “Therefore 
equipment suppliers would do well 
to emphasize the maintenance fea- 
tures of their These 
trends are not new or sudden or 
radical, but are rather a continuing 
pattern of the petroleum refining 
industry, already a heavily auto- 
on page 20 


equipment.” 


yontinued 














Are 


All growing industrials are making or planning such 
improvements. And none of these steps can be taken 
successfully without... 


PRODUCT INFORMATION ... 


MORE product information . . . the latest and most 
reliable. 

That’s why a serviceable source of product informa- 
tion is so vital to expanding business . . . to buyer 
and seller alike. 


...developing a new product?...adding a department? 
.-.@xpanding or building a plant?...revamping production? 


The most convenient and efficient source of product 
news and information ever invented was originated 
in 1933 by Industrial Equipment News. 


No other source approaches IEN in up-to-dateness, 
clarity or comprehensiveness. 


Détails?... 
send for complete 


DATA FILE 








ov line? 


Yes, no matter what your line . . 
chemicals 
machinery 
kilns 
colors 
raw material 
instruments 
controls 
decals 
office equipment... . 


The way to tell your story to the ENTIRE 
ceramic field . . . to the men in the industry 
that count... . is through the CERAMIC 
BULLETIN. As the Official organ of the 
American Ceramic Society, the BULLETIN 
is looked upon, and rightly so, as the voice 
of authority. 


Where is a better place to tell your story 
than in a publication that is recognized at 
all levels of the industry as the “text book’ 
of the business. 


And if coverage is uppermost in your mind, 
the BULLETIN has it. Through no other me- 
dium in the ceramic field can you achieve 
such complete coverage of your market as 
well as repeat readership as in the BUL- 
LETIN. 


Request complete data today. We'll wel- 
come the opportunity to outline completely, 


the full CERAMIC BULLETIN story. 


American utetin 
Ceramic 
Society 


Bulletin 


4055 North High 
Street 


Columbus 14, Ohio 
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TRENDS .. 


continued from p. 18 


mated segment of American indus- 
try. 

Approximately $2.5 billion will be 
spent to drill some 55,000 wells in 
about two-thirds of the states during 
the coming year. This figure is close- 
ly tied to a basic problem of the 
petroleum field: reserves are its life- 
blood, and as demand increases, so 
must reserves be likewise increased. 
In order to maintain current ratios, 
it will be necessary to find 1.6 bar- 
rels of new oil for every barrel pro- 
duced. Thus, 
high. 

In the United States and Canada, 
it is estimated that more than 3000 


drilling activity is 


rigs are currently engaged in this 
function, against about 2800 a year 
ago. Such activity obviously offers 
increased opportunity for manufac- 
turers, suppliers and service organi- 
zations. 

Capital spending by the industry 
during 1956 is also expected to set 
a new high — $5.3 billion, represent- 
ing a 6% increase over 1955 invest- 
ment. Included in this over-all figure 
is the sum of $375,000,000 (7° more 
than 1955) to be expended for capi- 
tal goods in the marketing end of 
the business. This money will go 
mainly into new service stations, 
bulk plants, terminals, and trucks 
that will be needed to handle the 
greater volume of petroleum prod- 
ucts at the consumer level. 

An important trend in 
is what one authority calls “the oc- 


refining 


tane race” to meet high compression 
ratios in tomorrow’s automobile en- 
gines. By 1965, he predicts, half of 
the gasoline produced in this coun- 
try will be processed from catalytic 
reformers, a trend pointing to a need 
for additions to current catalytic re- 
forming capacity. 

But such reforming will not be the 
sole factor in increasing the quality 
of gasoline. Catalytic cracking ca- 
pacity will also continue to reach 
new highs, and such processes as 
alkylation, isomerization and poly- 
merization will see increased use. 
Coking, too, will become a more 
important factor as crude oil be- 
comes heavier; it will serve to re- 


duce the yield of residual fuel oils 


and increase the potential gasoline 
output of the nation’s refineries. 

Liquefied petroleum gas, used 
mostly by industrial and private 
consumers beyond the range of 
pipelines carrying natural or man- 
ufactured gas, will show a 48% sales 
gain in the next five years and an 
increase of 110% by 1965. According 
to one editor, this will make for an 
annual demand for LP-gas products 
of 258,000,000 bbl. during that year. 

While the domestic market re- 
flects this ever brightening picture, 
total exports of crude oil and its 
products are expected to continue 
their gradual decline of the past few 
years. 

One of the more important current 
trends in the petroleum business, 
conceivably leading to an eventual 
change of identity, is the drive to- 
ward merger and tie-in arrange- 
ments with chemical companies for 
the manufacture of petrochemical 
products. 

A leading oil company executive 
recently told a meeting of petroleum 
experts that, “As time goes on, the 
chemical business and the petro- 
leum business will gradually merge 
and separately will become almost 
indistinguishable.” Petrochemical 
operations are regarded as attrac- 
tive because of broadening markets, 
investments and 
available 


high return on 
economic utilization of 
materials. 

product — 
— is an example of 


One _ petrochemical 
polyethylene 
what is happening in this branch 
of endeavor. Used principally for 
squeeze bottles and for product 
wrappers, this synthetic indicates a 
production rise from 376,000,000 Ibs. 
during 1954 to a predicted 611,000,- 
000 Ibs. during the current year. 
And research processes continue to 
turn up new methods for making an 
entirely different kind of polyethyl- 
ene, opening up new markets that 
have barely been explored. 

The petrochemical industry is 
growing at a rate four times faster 
than is all of American industry. 

All in all, the picture for the 
petroleum industry is one of con- 
tinued growth, with constant oppor- 
tunities available for manufacturers 
both of primary equipment and of 
materials and products going into 
industrial plant construction. a 
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.. +» Paul MceCobb Dining Group in the Directional Series 


The measure of quality 


in a publication is the readership it achieves. 


Your electronics advertising 


will be read in Electronic Design. 


Hayden Publishing Company, Inc. 
19 East 62nd Street, New York 21, N.Y. 











Textile World believes that neither the 


most expert industrial advertiser nor the 


finest business-paper editor knows his 


business-paper business unless he measures 


Editorial impact 


at the 


point-of-purchase 


Magazines to the right of you! Magazines to the left of you! Cir- 
culation claims swirl about you like a cloud of lint! Well, if you 
beat your way to the surface, friend, you will see this: 


Neither circulation, nor advertising volume, nor size, nor shape, 
nor pretty layouts determine the effectiveness of an industrial- 
advertising medium. It is determined by the solitary force that 
can open the covers of a business paper and put your message 
under the buyer’s eyes . . . editorial impact at the point-of-pur- 
chase. 


When Textile World’s weaving articles, for instance, attract as 
many as 12,500 of its subscribers (according to Readex*), you 
know this magazine is read in weaving mills! 


Whether it’s spinning or weaving, knitting or finishing, Textile 
World serves advertisers best because .. . repeatedly, consistently 

. it has the greatest editorial impact at the point-of-purchase. 
So it leads in advertising volume. That advertising is “circulated” 
sure! ... but read. 


*Readex regularly measures readership of Textile World 























with the most mill-management subscribers 


a 
@ 
EDITED IN GREENVILLE, S.C. * PUBLISHED BY McGRAW-HILL 








cuTSs 

SALES 
GOSTS 
ON THE 
COAST! 


Here's how to cover 1255 process plants 
from Seattle to San Diego 366 days this year 
with no increase in sales expense. 


Do as hundreds of America’s leading manu- 
facturers do to get their share of sales in 
this booming area. Put Chemical Engineering 
Catalog to work for you... keeping your prod- 
uct story inside these top-rated plants...and 
thousands of others across the country. 








CEC is the low-cost answering service 


1595 copies of CEC are placed inside 1255 
West Coast plants for daily reference by 
specifying teams searching for answers to 
process problems. In one easy-to-use, com- 
pletely indexed volume, Western plant men 
have the data they need to do a pre-selection 
job thousands of miles from a manufacturer's 
headquarters. Such pre-selection paves the 
way for low cost sales calls. 


For example, CEC pre-conditions West Coast 
prospects inside : 


64 engineering and consultant firms 
201 chemical plants 

266 food plants 

97 pulp and paper plants 

108 petroleum refineries 

and hundreds of other process plants. 

















CEC sells from coast to coast 
Discover for yourself how CEC’s complete 
distribution of 22,500 copies in 15,000 
plants across the country can set up more 
business for you and help cut selling expense. 
Our local District Manager has the complete 
story. Call him today. 


CHEMICAL ENGINEERING CATALOG 


REINHOLD 
Publishing Corporation 
430 Park Avenue 

New York 22, N. Y. 
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PROBLEMS 


IN INDUSTRIAL 


MARKETING 


by BOB AITCHISON 





A reader asks. . 


= It will soon be the season for 
New Year’s resolutions. It might be 
interesting for you to devote a 
“Problems” column to “New Year’s 
Resolutions Suggestions” for adver- 
tising managers. How about it? . . 
Advertising Manager 


New Year’s resolutions 
to guide industrial admen 


= Sounds like a good idea! Here 
goes. A resolution list for the in- 
dustrial advertising manager (and 
advertising agency men and wom- 
en) might include these: 

e I resolve to conduct more market 
research in 1956°.. to spend more 
time and effort studying my mar- 
kets so that I can come closer to 
being sure “before” instead of “aft- 
er.” 

e I resolve to spend more time in 
the field with salesmen, prospects 
and customers (and to dig out my 
copy of “Hit the Road” published 
by Associated Business Publications, 
and re-read it). 

e I resolve to do a better job of 
organizing each day’s work .. to 
spend a few minutes each morning 
preparing a check list of the most 
important things I want to accom- 
plish during the day. 

eI resolve to have fewer last 
minute rush jobs which my sup- 
pliers have to beat their brains out 
to deliver on time. (Ha!) 


e I resolve to take the time and 


effort to learn a little more about 
art and typography . . to the extent 
that I can be more intelligently and 
more constructively critical of the 
work of others, including my sup- 
pliers and advertising agency. 

e I resolve to spend more time with 
the good space representatives who 
come to me with constructive sug- 
gestions . . and who are able to dis- 
cuss their own publications in a 
concise and_ easy-to-understand 
manner. 

e I resolve to spend less time with 
space representatives who are not 
well prepared, who waste my time, 
and who sell on a “me too” basis. 
e I resolve to do a better publicity 
job for my company .. to see that 
more important feature stories are 
prepared and released on an exclu- 
sive basis to selected publications. 
e I resolve to be more active in 
advertising and marketing associa- 
tion work and actually to do 
some work when I accept a com- 
mittee job. 


e I resolve to spend some full days 
out in our plant . . to see some of 
the production and manufacturing 
problems that exist .. and to get 
more firsthand information about 
our products. 
e I resolve to surprise the hell out 
Yontinued on page 26 














When automotive and aviation executives plan... 






WILL BE THERE 
all year 


Regular issue with extra impact 
Since 1919, administrative, design and production 
executives in the automotive and aviation indus- 
tries have used the March 15th Annual Statisti- 
cal Issue as THE source of authentic industry 
planning data and specifications on cars, trucks, 
buses, aircraft, tractors, industrial trucks, en- 
gines. Proof? Studies reveal over 96‘ of sub- 
scribers keep the issue one year or longer for 
reference ... 93% rate it their most complete 
source of industry data. To make reference easier, 
more inviting, data is grouped into four handy 
sections — Motor Vehicle, Aviation, Automotive 
Engine, and Industry Econcemic Sections. 





YOUR SALES MESSAGE | Ap 





... for the 38th Annual Statistical Issue: 


February 13th for complete plates in the four special 
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Sales tool for advertis« 
Over 17,600 administrative, design and produc- 
tion executives have developed the habit of turn- 
ing to the Statistical Issue for data. That’s why 
your sales message gets extra attention from the 
buying and specifying teams of 3,700 automotive 
and aviation companies. There’s still time to put 
your product into the buying picture of this $28 
billion industrial market. When executives plan, 


formulate ideas, make decisions, your product 
will be there all year in the 38th Annual Statisti- 
cal Issue of AUTOMOTIVE INDUSTRIES, pub- 
lished March 15th. 





statistical sections. 


February 27th for complete plates in all other sections. 
Ten days earlier for ads needing composition and proofs. 


AUTOMOTIVE INDUSTRIES 


Chestnut & 56th Sts. 





Philadelphia 39, Pa. 
” * feng : ” ete a. ae 
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Your TOP Engineering Market 


TELL THEM 


The AMERICAN ENGINEER reaches 


more Registered Professional Engi- 


AND 
SELL THEM 


neers than any other magazine. 
Here is your TOP engineering market 


— 78.4% buy or specify. A mar- 


IN THE 


ket of influence so extensive that it 


penetrates all phases of industry. 


The Registered Professional 
neer’s counsel is sought on processes, 
methods, equipment and materials 
— from basic research through de- 
sign, development, manufacture or 
construction. In each step his voice is 
DECISIVE in buying or specifying. 


American 
Engineer 


The magazine of the Registered Professional Engineer 
CIRCULATION OVER 35,000 —- 78.4% BUY OR SPECIFY 





THE READER 





MAGAZINE 





THE 





His Position ... 


Three-fourths of AMERICAN ENGINEER 
readers are in positions of authority — 
either as Owners or partners, chief execu- 
tives, department heads or section heads, 
as shown here: 
CHIEF EXECUTIVES 25.7%—8,995 
DEPARTMENT HEADS 23.3%—8,155 
OWNERS OR PARTNERS ...12.8%—4,480 
SECTION HEADS ... 12.2% —4,270 
SPECIALISTS (Industrial) 11.8%—4,130 
OTHER . 14.2% —4,970 
100%—35,000 
His Earnings... 


A new salary survey of AMERICAN EN- 
GINEER readers substantiates their re- 
sponsible positions, as shown by these fig- 
ures: 
10% 
25% 
50% 


He Supervises... 


According to a recent survey, the Regis- 
tered Professional Engineer reader of the 
AMERICAN ENGINEER supervises an 
average of: 

9 Engineers 

29 Other workers 
Reach these responsible readers through 
the AMERICAN ENGINEER. 


earn more than $18,210 
earn more than 11,700 
earn more than 8,460 


Editorial Content... 


The Registered Professional Engineer read- 
er expects to find in the pages of his mag- 
azine, the AMERICAN ENGINEER, those 
professional articles, features and news, 
that treat non-technical engineering topics 
in the fields of industry, legislation, govern- 
ment, social transition, and economics. Ap- 
proximately one-half of the editorial con- 
tent is devoted to articles by outstanding 
men discussing subjects of current interest 
to the profession. About one-fourth of the 
magazine is devoted to “workshop” pieces. 
That is, practical articles that are im- 
portant to the reader as a professional en- 
gineer and as a businessman. 


Circulation ... 


The circulation of over 35,000 (BPA) is 
national with the highest percentage in 
the Middle Atlantic states. The next high- 
est areas are East North Central and South 
Atlantic. During the past ten years cir- 
culation has more than tripled. 


Readership . . . 


Surveys show that each issue has a high 
readership for regular features and de- 
partments. Also, that each issue has an 
average of 2.27 readers or a total of over 
79,000 readers per issue. 


Advertising lineage UP 186% in two years! 


To help you sell the TOP Engineering Market 


send for: 


[1] MARKET AND MEDIA INFORMATION (NIAA) 


(] A STATEMENT BY THE EDITOR 
[] INCOME AND SALARY SURVEY 
[(-] PRODUCT SURVEY 


AMERICAN ENGINEER 


Official Publication 


National Society of Professional Engineers 


1120 15th St., N.W., Washington 5, D.C. 
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of some of my suppliers by calling 
them up occasionally and saying, 
“Thanks for the good work you did 
on that last job.” 

e I resolve to be more appreciative 
of cooperation and assistance from 
other people and departments in my 
own organization and to tell 
them so. 

e I resolve to always remember 
that what you leave out or take out 
of an ad or a direct mail piece or 
any other written material often 
contributes as much to its excel- 
lence as does the portion you put 
in or leave in. 

e I resolve to see that my trade 
show exhibits are more interesting 
and imaginative .. that they have 
more action. 

e I resolve to do a better job of 
advising our sales organization of 
the various selling aids my depart- 
ment has prepared, is preparing, or 
will prepare for them. 

the old 
saying (no matter how corny it may 
“Go to 
ment with decisions . . 


e I resolve to remember 


seem): your top manage- 
not for de- 


cisions.” 


e I resolve to remember that ad- 
vertising is a pressure business . . 
and that I will be doing a favor to 
my family, myself, and my employer 
to have adequate recreational di- 
versions, and to also have annual 
physical examinations. 

e I resolve to plan and handle my 
work in such a manner that it will 
be fun (if it isn’t fun, what’s the 
use?). 

e I resolve to spend my company’s 
money as if it were my own. " 











® your production men 


Production lines keep rolling — no delays 
for lengthy label preparation, spoilage, 
or poor adhesion. Labels go on faust . . . 
clean . . . easy — no water, 

no glue, no heat, no mess! 








everybody a happy «1 


e your dealers 


Pressure-sensitive labels stick tight on any hard, 
smooth surface. Regardless of heat, cold, or 
humidity, they identify your brand . . . tell your 
product story . . . help make sales. 





e your customers 


‘ 


Buyers like these peel-off labels that won’t “pop’ 
or pucker . . . yet remove easily 
without soaking or scraping. 


Special Roll La- 
bel Dispensers 
save time and 
money in every 
volume label- 
ing application. 


Prome-Souitve LABELS 


WRITE TODAY for Your own Roll Label Printer is a specialist 

FREE who can design and produce roll-dispensed 
TEST-IT-YOURSELF pressure-sensitive labels that sell on your 
donnie kIT , product or package. Any size ... any 
ontains a selection 
of pressure - sensitive shape . . . on almost any stock. Consult 
samples for on-the- him on any of your labeling problems. He 
spot testing in your ° 

will be happy to cooperate. 


own plant. 
- KLEEN-STIK prooucts, Inc. 


7300 West Wilson Avenue 2 Chicago 31, Illinois 











Pioneers in Pressure Sensitives for Advertising and Labeling 
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Exelellate mmole NZ-taits-lacimel ale Mi iat-vimmele[-larel-Sam ollola:) 
first and second among all Chemical Process 


CPI ADVERTISING GOES.......... . WHERE 


PUBLICATION 





CHEMICAL ENGINEERING. 
CHEMICAL WEEK 

CHEMICAL & ENGINEERING NEWS 
CHEMICAL PROCESSING 
INDUSTRIAL & ENGINEERING CHEMISTRY 1,082* 


CHEMICAL ENGINEERING PROGRESS 903** 


. 


The reason for this consistent advertising leadership is the advertiser's faith in the 
ability of CHEMICAL ENGINEERING to sell engineering-minded production men, 
men responsible for the design, operation and maintenance of processing plants 

..and of CHEMICAL WEEK to.reach and influence CP! management, the execu- 
tives in administration, production and research who guide and direct this fastest- 
growing of all industrial markets. To cover all major CP! buying groups in ‘56, 
follow the leaders — by including both on your advertising schedule. 





i] 
“12 MONTHS FIGURE RELEASED BY PUBLICATION. 
“"12 MONTHS FIGURE ESTIMATED FROM 11 MONTHS ACTUAL RELEASED BY PUBLICATION. 




















Chemical Engineering and Chemical Week. 


Industries publications. 


CPI ADVERTISING PAYS 


TOTAL ADVERTISING PAGES—1955 


) 


4,118* 


3,034 ** 


2,583* 
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Pohtis | Week]. 
NGINECIING 

... MORE i Oe 
~ ENGINEERING-MINDED PROCESS 


PRODUCTION MEN MANAGEMENT'S 
READ IT ; OWN MAGAZINE 
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How not to make 
your forecasts 
for year ahead 


® NEW yYoRK—With the season of 
forecasts upon us, here is a warn- 
ing from B. E. Estes, director of 
commercial research, U. S. Steel 
Corp., Pittsburgh. 

Mr. Estes enumerated 10 “mouse- 
traps in short-range forecasting” in 
a talk before the New York chapter 
of the American Marketing Associ- 
ation. Here are the “traps”: 


1. Attempting to forecast company 
sales before forecasting the market. 
2. Wasting time searching for elu- 
sive lead factors. “A successful lead 
factor is like having a tame lion 
around the house,” warned Mr. 
Estes. 

3. Getting bogged down in amassing 
and manipulating statistics. 

4. Overemphasizing growth factors. 
5. Overlooking contributions from 
the sales department. 

6. Forecasting by committee. “Us- 
ually such a forecast is either a 
compromise of divergent views, or 
it represents only the thinking of the 
most dominating committee mem- 
ber,” Mr. Estes said. 

7. Qualifying forecasts unduly. 

8. Failing to state emphatically all 
basic assumptions——-such as strikes 
or outbreak of war. 

9. Changing a forecast too often or 
failing to adjust it when conditions 
change. 
10. Failing 
against actual results. 


to evaluate forecasts 


Forecasting the easy way 


= NEW yorK—At the same meeting 
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at which U. S. Steel’s B. E. Estes 
told what to avoid in forecasting 
(see story at left), Dr. Harry D. 
Wolfe, director, 
Colgate-Palmolive Co., Jersey City, 
N. J., 


formula for forecasting sales “with- 


market research 


gave this tongue-in-cheek 


out use of higher mathematics”: 


1. Get a benchmark—some kind of 
a guide which doesn’t have to make 
sense as long as it works. 

2. Apply it. 

3. Study its effectiveness. 

4. Discard it when poor forecasts 
result. 


5. Get a new benchmark. 


Gallagher blasts ABC's stand 
on auditing changes 
® NEW yvorK—‘“The Gallagher Re- 
port” has charged the Audit Bureau 
of Circulations with 
stiff-backed” defiance of advertisers. 
The monthly news letter said the 
ABC’s stand on business paper cir- 
culation auditing procedures “in- 
vites confirmation of past charges 
that it (ABC) is an old and dod- 
dering selfishly 
powerful publishing interests.” 
“Advertisers want to know more 
about cut-price subscriptions,” the 
December of the “Report” 
said. “They want the term ‘bulk’ 
spelled out. They want to know if 
this is net paid. ‘If it isn’t, why is it 
included as net paid?’ they demand. 
Advertisers say ABC should audit 
unpaid circulation.” 


“autocratic, 


handmaiden of 


issue 


Demands for such changes are 
growing, said the publication. It 
adds, “Astute publishers realize that 
their advertisers are the real suf- 
ferers.” 

It speculates that the recent with- 
drawal of American Aviation from 


oe ae 


ABC (IM, December) may provide 
a “real test” of strength between 
the advocates of change and man- 
agement of the ABC. 

The “Report” advances _ this 
“sound course open for ABC” to 
solve the situation: “Assignment of 
making changes in the ABC state- 
ment should be taken out of the 
hands of part-time committees .. . 
[and] turned over to a team of pub- 
lishing management consultants who 
would spend full effort in getting the 
answers to all the problems.” 


GE ad includes product sample 

. . gluing poses problem 

® SCHENECTADY, N.y.—General Elec- 
tric Co., Schenectady, has entered 
the exclusive fraternity of indus- 
trial advertisers who have included 
actual product samples in their ads. 

GE had a little trouble with glue 
before it could join the club. 

The sample was a 24x34” strip 
of polyester film used as insulation 
in electric motors made by GE’s me- 
dium induction motor department. 
The film sample was part of the GE 
ad in each of the 84,000 copies of 
the December issues of Electrical 
World and Power. 

GE used 30 different glues before 
it found the combination that would 
requirements 


satisfy post office 


(that the sample be fully pasted 


One step .. Columbia Ribbon & Carbon 
Mfg. Co., Glen Cove, N. Y., is using this 
ng photograph t 


mote Colitho Div.’s new ne-stex sensi 


and pr 


etal offset plate 





Q 


Insltad of a yoecial gloufied Anniversay Tissue 
teras whad the BLUE BOOK ta doung [or 4 yoUse cuslorners oir raadlers 


to help celebrate our 
30th birthday 


SW 


MACHINE and TOOL BLUE BOOK 


is throwing a party for the 


metalworking industry ... with 


2,000.00 in GASH PRIZES 


for your answers to 
production problems! 


January, 1956 is MACHINE and TOOL BLUE 
BOOK’s 50th birthday, and as our way of 
celebrating this event, we've decided to sponsor 
a production contest, open to everyone in the 
metalworking field. You're invited, of course, 
and if your work concerns metalworking, this 
contest is for YOU. It'll be fun, and it may 
mean a big monetary reward for your sug- 
gested idea... up to $1,000.00 in cash! Actually, 
$2,500.00 in cash will be awarded, distributed 
among nine prizes. Any one of these prizes 
could be yours . . . money-in-the-bank for you 
and your family. 


Start planning your entry NOW ... and get 
your fellow workers to join in on the fun, too, 
by sending in their entries. All you have tc do 
is write in your own words, the time or money- 
saving, or production-increasing idea used in 
your shop. Put it down in as many words you 
think necessary, include a simple pencil sketch 
or photograph, and send it to the Contest 
Editor. It’s as simple as that! This is Machine 
and Tool Blue Book’s way of celebrating its 
50th birthday . . . and we'd like YOU to win 
that prize money. 


IMPORTANT—read ALL of the instructions 
on this page carefully BEFORE you prepare 
your entry. It will give you a clear picture of 
what the judges will be looking for as the win- 
ning production ideas. And remember—you 
may send in as many entries as you wish. Good 
luck! 


machine and tool 


BLUE BOOK 


Hitchcock Publishing Co., Wheaton, Ill. 


etd A a heph noduclon 


Ist prize.........0++ 91,000.00 
QNd Prize... ...eeeeeee 2 000,00 
OFd PPiZe see eeee eee es OO0,00 
4th prize... ....eeeeees, 000,00 
5, 6, 7, 8 Sth prizes each 100.00 


IMPORTANT! contest rules 


1. Contest opens November 1, 1955 and closes February 1, 
1956. Entries must be postmarked no later than January 
31, 1956. 


Tell in your own words, and as many as you need, any 
production technique or tooling idea or machining method 
used in your shop to increase production, cut costs, save 
time or improve production techniques. You simply have 
to describe the old method used, the problem involved 
and your solution to that problem. Winners in this con 
test will be judged ONLY on the job or operation de 
scribed and the savings which resulted 


Entries should be accompanied by photos and/or draw 
ings to better portray the job. There is no limit to the 
number of entries you send in 


Entries will NOT be judged on the basis of how well you 
write, draw, or how you present your material. The job 
is all that counts 


Mail your entry to: Contest Editor 

Machine and Tool Blue Book 

222 E. Willow Avenue 

Wheaton, Illinois 
All entries become the property of Hitchcock Publishing 
Company. If your article does not win a prize, but is pub 
lished in a Hitchcock publication, you will be paid regular 
contributor’s rates for your material 
Everyone is eligible except employees of Hitchcock Pub 
lishing Company and their families 


Decision of the judges will be final 


States 


7 Contest limited to those residing in the « 


« In case of ties, duplicate prizes will be award 


of a lange A 1i36 Conlosl AymouwNe emo 


prarled la BLUE BOOK aiimilans umn over 20 000 Wela alurorRing , plant 
Uncle fer additional copies ~ ne charge 








IT’S pny FREE 


A 16-page pocket-size guide con- 
taining information needed by 
exhibit managers and visitors at 
Chicago trade shows..,sources of 
special services and last minute re- 
placements, transportation and ship- 
ping information, a map of down- 
town Chicago, addresses and phone 
numbers of hotels, restaurants, en- 
tertainment, etc. It's handy—time 
saving. Write us—we'll gladly send 


you & copy. 


Chicago's 
largest 
designers 
and builders 


Exhibits 
Showrooms 
Models 
Cutaways 


also 
RENTAL 
EXHIBITS 


eneral 
ex hibits 

& displays 
ine. 


2120-32 NORTH RACINE AVENUE 
CHICAGO 14, ILLINOIS 


32 /in justrial Marketing 


NEWS .. 


continued from p. 30 

down), that would penetrate the 
extremely hard surface of the film 
enough to hold it to the paper and 
that would remain transparent after 
drying so that printing underneath 
the sample could be read. 

The glue had to be applied sepa- 
rately to the film and to the page, 
then the ads were run through a 
gluing press to stick the two to- 
gether. 


Ketchum, MacLeod & Grove 
opens New York office 

® PITTSBURGH—Ketchum, MacLeod 
& Grove, Pittsburgh 
agency, will open a New York of- 


advertising 


fice Jan. 16. 

Robert P. 
Lytle, a vice- 
president of the 
agency, will be 
manager of the 

new office. 
Agency presi- 
dent George 
Ketchum said 
Lytle , 
t h e expansion 


became necessary because’ the 
agency has doubled its billing in the 
past five years. The agency ranked 
41st in billings among all U. S. 
agencies in 1954. The agency said it 
expects to bill more than $16,000,000 
in 1955. It ranked 14th in business 
paper space placed in 1954, with 
6,110 pages. 

The staff for the New York office 
was to be chosen from among the 
235 people who make up the Pitts- 


vir 


burgh headquarters staff. Address 
of the new office is 155 E. 44th St. 


Starch will ‘starch’ 24 

business papers in ‘56 

™ MAMARONECK, N. yY.—Daniel 
Starch & Staff, readership research 
organization, has announced it will 
study advertising readership in 24 
business publications, 31 general 
magazines and five newspapers dur- 
ing 1956. 

The business publications are 
American Builder, American City, 
Automation, Aviation Age, Chemical 
Engineering, Commercial Car Jour- 
nal, Electric Light & Power, Fac- 
tory Management & Maintenance, 
INDUSTRIAL MARKETING, Institutional 
Feeding & Housing, Machine De- 
sign, Machinery, Machine & Tool 
Blue Book, Modern Railroads, Mo- 
tor Age, Oil & Gas Journal, Packag- 
Progressive 
Architecture, School 
Equipment News, School Executive, 
Steel and Tide. 


ing Parade, Power, 


Purchasing, 


Sales promotion men form 
their own association 

®™ NEW yYorRK—Now the nation’s 
sales promotion executives have or- 
ganized. 

They've formed an organization 
called Sales Promotion Executives 
Association. The new group already 
has some 400 members representing 
335 companies. 

William R. Kelly, sales promotion 
manager of Sinclair Refining Co., 
is president of the national group. 
He says the purpose of the new 
organization is to dispel the “fog” 
that surrounds sales promotion. 

“If you ask 100 different people 
what it means and what it does, 
you will get 100 different answers,” 
Mr. Kelly said. “We hope to make 
sense out of this function. .. We 
are attempting to give it the signif- 
icance it deserves in the field of 
marketing.” 


Book compiles motivation 
research studies for industry 
® CINCINNATI—Findings of some of 
the top men in motivation research 
as applied to industrial selling have 
been compiled into a book by the 
Cincinnati Industrial Advertisers. 
The book is made up of speeches 
given by Dr. Ernest Dichter, presi- 








No. 4 of a series... 

the continued story of 
industry’s harness maker, 
the control engineer, 

the new marketplace 

he has created, 


and his own magazine 


A COMPUTOR THAT CONTROLS 


9,000 SQ. MILES OF POWER... 


A SECOND GENERATION 


OF BILLION DOLLAR MISSILES 


.-- AND YOUR CONTROL ENGINEERING FUTURE 


Ohio Edison, working with GEDA 
(Goodyear’s Electronic Differential 
Analyzer) is about to make electric 
power history. Think of it —a com- 
plete power network covering 9,000 
sq. miles, nine plants with 35 generat- 
ing units, all controlled by a single 
special-purpose analog computor. So 
opens another area for control systems 
engineering. 


In the past ten years close to $6 bil- 
lion has been invested in guided mis- 
siles . . . designing, testing, producing. 
Now, a second generation . . . the Air 


Force’s “Bomarc” and “Rascal,” the 
Army’s “Redstone,” Navy’s “Talos” 

. all with greater speed and range, 
most equipped with internal guidance 
and control systems, brain-products of 
the control engineer. 


The technological history of the con- 
trol field moves at a furious clip. The 
field feeds on itself in multi-industry 
cross-communication. The process 
man borrows from the experience of 
the missile man . . . the machine tool 
man adapts techniques developed by 
MIT’s servo lab. And Control Engi- 


YOU MAKE YOUR OWN TOMORROW TODAY WITH... 


A McGraw-Hill Publication 


neering is their medium of communi- 
cation. 

So avid are these engineers for this 
communication that Control 
Engineering exceeded its own 
year circulation estimate by more than 
10,000 subscribers in one year! 


service 
three- 


Such 
panding market 


is the temperature of this ex- 
More than 240 adver- 
tisers currently using Contro! Engi- 
neering see the urgency of “getting 
across” to this man whose buying pow- 
er is limited only by his imagination 
the control engineer. 
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THE MEN WHO MAKE THIS 





MAGAZINE 


PUT THEIR MARK ON vouR MARKET 







There were no working “control” editors just waiting 
around to be signed up when Control Engineering wa 
born a year and a half ago. ‘We had to track down and 
screen men schooled in |both industry and d 
men who had been designing and applying instru 
tation and control systems . . . experienced sc 
engineering writers who knew their subjects. We ds 
wanted depth . . . to backstop them with control-savvj 
consultants from top engineering theses and 
schools. And, after.months, and — . we did fink 
them. 


We could tell you about Editor Bill Vannah’s sojourt 
at MIT, his years at the Foxboro Company . . . Lloyd 


Slater’s experience at Minneapolis Hoanrwiil, his” 


instrumentation pioneering’ as an editor of Food 


'@e)iice) 


Engineering aan Byron Ledgerwood’s work as Test 


.:-Engineer for GE, Project Engineer for General Reg- 


ulator, editorial work for Product Engineering. We 
could chorus the careers of Kompass, Auger, Karp 
and all the other individuals on Control Engineering's 
substantial editorial staff. The combined weight of 
their degrees, industrial experience, patents held, and 
other measures of competence would tell you — here’s 
a superbly qualified editorial staff. 


More important to you than biographical detail, how- 
ever: these are men equipped to produce a magazine 
written at a yseful technical level, which commands 
the attention and respect ofits subscribers. This is the 
productive editorial climate which creates rgadership 


and acceptance for your advertising messages. 
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dent, Institute for Research in Mass 
Motivation; D. James G. Miller, 
chairman, department of psychol- 
ogy, University of Chicago; J. Gor- 
don Lippincott, Lippincott & Mar- 
gulies; Stuart Siebert, vice-presi- 
dent, Weiss & Geller, and Edward 
C. Bursk, editor, Harvard Business 
Review. 

The speeches were made during 
the 1955 Ohio Valley Industrial Ad- 
vertisers Conference, sponsored by 
the Cincinnati group (IM, June, 
55). The name of the book, which 
sells for $5 a copy, is “Exploring 
the Methods and Findings of Moti- 
vation Research as They Apply to 
Industrial Selling.” 


Harvard studies show how 
industry produces ideas 


™ CAMBRIDGE, MASS.—How can you 
stimulate creative thinking — the 
birth of ideas? 

Harvard University has studied 
and reported on industry’s and ad- 
vertising’s answers to that all-im- 
portant question. 

The studies were done by a stu- 
dent research group at Harvard’s 
graduate school of business adminis- 
tration. Results of the studies have 
been put into a paper-bound book 
called “Imagination — Undeveloped 
Resource” ($7.50, 114 pages, pub- 
lished by Charles S. Whiting, 200 
W. 58th St., New York). 

The book says there are two types 
of programs for stimulating creative 
thinking — educational and opera- 
tional. Educational programs, says 
the book, tell people how to make 
better use of their imaginations; op- 
erational programs actually mass- 
produce ideas. 

The book reports on such things 
as Alex F. Osborn’s “brainstorming” 
technique, under which a group of 
men get together to bat ideas back 
and forth with each new idea acting 
as a catalyst to produce others (IM, 
Dec.). 

It also tells about techniques used 
by William J. J. Gordon of Arthur 
D. Little, Inc., E. K. Von Fange of 
General Electric and others and 
says, “A basic premise upon which 
all these theories rest is the belief 


“FARM IMPLEMENT NEWS 


*FIN THE FACT FINDER 


farm market research 
for advertisers 


FARM IMPLEMENT 
NEWS 


Oldest publication 
in the industry 


TOP-RANKING 
PUBLICATION 


in the farm trade 
paper field 


LEADER IN 
CIRCULATION 
continues to lead all 
farm trade papers in 
total net paid 


AND READER 
PREFERENCE 


on basis of 
independent surveys 


MARKET 
ANALYSES FOR 
ADVERTISERS 


The two-billion-dollar farm equip- 
ment market may be the place to ex- 
pand your sales of components, parts, 
shop tools, raw materials, farm sup- 
plies or allied lines. It is an active 
market with many new tractor models 
introduced within the past two years 

. and many more on the drawing 
boards. 

Does your product fit this market? 
There is no need to be in doubt. Farm 
Implement News will gladly supply 
market information tailored to your 
specific needs — including special 
research where desirable. As the 
largest, oldest and best known farm 
trade paper in America, Farm Im- 
plement News has access to informa- 
tion not available from any other 
source. Material available immedi- 
ately on request includes a complete 
and up-to-date list of farm equip- 
ment jobbers and wholesalers in the 
United States, Canada and Hawaii. 

Write for information before mak- 
ing your marketing and advertising 
plans. 


PA AON AE A OBER 


608 S. DEARBORN ST. * CHICAGO 5, ILL. 
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There’s one market moving so fast you can’t measure 


Hook up it in yesterday’s terms...or today’s... but tomor- 

row’s. That’s the expanding electrical products market. 

Take just one aspect of it ...communications. 

to the From electron tubes to transistors to printed circuits 

and modular units...one new development after 

another sparks one new product after another. And 

whole the same’s true for all types of electrically operated 
machines, appliances and equipment. 

e Designers of these products all share the same tech- 

ex an din nological problems...which means they’re all guided 

p by the same technical magazine... ELECTRICAL 


MANUFACTURING. ..at the design engineering level, 


k where the plans are made and the materials and 
mar e components specified. 


...1n one 


Products for communications 

are just one part of the big 
ELECTRICALLY OPERATED PRODUCTS MARKET 
which includes all the thousands of 
different machines, appliances and 


equipment used in 8 fields*. .. 


POWER GENERATION AND DISTRIBUTION 
MANUFACTURING AND PROCESSING 
CONSTRUCTION AND MINING 

BUSINESS AND SERVICES 
COMMUNICATIONS 

TRANSPORTATION 

MILITARY 

HOME AND FARM 


*These 8 broad fields include 86 separate industry groups of the Standard Industrial Classifications 








Look what’s happening. The transistor, designed 
for a telephone circuit, pops up in the control circuit 
of a machine tool. A tube developed for radar is built 
into a microwave cooking range. A timer planned 
for a guided missile may operate the cycling of an 
automatic laundry machine. 

All this makes ELECTRICAL MANUFACTURING 
the basic magazine of design engineering for the 
whole field of electrical product manufacturing. 
It’s the only publication that keeps today’s engi- 
neers posted on the new electrical-electronic tech- 
nology, the new materials, the new components— 
in terms of their application to electrically operated 
products. This means you can cover this whole 
Original Equipment Market... 


design 


Ilectrical 
Vlanufacturing 


ona / 

The Gage 

Publishing Company 
1250 Sixth Avenue 
New York 20, N. Y. 


3 mag azine 


Top: “Gunsight’’ on Motorola portable microwave TV 

relay equipment. 

Bottom: Collins Radio Company 20V-2 1,000/500 watt HI-FI 
AM Broadcast Transmitter. 
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Top: Capehart all-speed, high fidelity phonograph with new 
“Colortone’’ Controls. 

Bottom: A 35mm pick-up unit of Du Mont’s new “‘Electronicam” 
TV-Film System. 
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It’s a simple 09° to... 


Sell the 2nd largest manufacturing industry 
the $17 billion Manufacturing Meat Industry 


Even though your own sales staff is making adequate 
sales contacts in the manufacturing meat industry, your 
salesmen can work more efficiently and at lower cost 


per call when they have the support of 


NP’s 3-way Marketing Program 


THE NATIONAL PROVISIONER 


Your advertising in NP appears against a background of proven 
editorial leadership and integrity gained through 64 years of 
Published Weekly industry service. 


ince 189] NP has the only PAID circulation in the industry and subscription 
renewals have averaged better than 80% for 20 straight years 

NP has the greatest circulation in the meat industry going to over 
4,000 primary plants with an average annual production per plant 


of $4,122,000 

In a recent qualitative survey conducted by Kemp Research with 
personal depth interviews, readers voted ‘“‘more confidence’ in NP 
by 7 to 1 over the next magazine, and they voted it “‘most help- 
ful’’ by a margin of 5 to 1. 





P ae PURCHASING GUIDE 





The GUIDE is the most effective means of distributing informa- 


1957 1§ tt Edstion tion about your product or service. 


Buyers prefer product information in this ONE place. Only 39% of 


PURCHASING meat industry plants have reasonably useful catalog files. The 


greatest coverage earned by any manufacturer’s catalog is only 37% 


Syl> GUIDE i] and ranged down to 2%. 


The GUIDE sells the man who is ready to buy. 
INDUSTRY : . 
FOR THE MEAT It saves his time, cuts your selling cost, is always up-to-date and 


correctly classified, And, it is never thrown away. 











none 6 mp . 
pot mherhnes sane eens a All year long the value of the GUIDE is promoted in the pages of 
P The National Provisioner 





NP’s DIRECT MAIL SERVICE 


Printing, addressing and mailing service for all types of direct 
mail including: 


@ Reprints of your advertising in National Provisioner. 


@ Reprints of your product information pages in the Purchasing 
Guide. 


@ Also letters, reply cards, circulars, etc. 


PROVISIONER lists are so accurate we pay 10c for every piece of 
undelivered mail. 

This service can lighten your office work load and insure accurate 
distribution of your direct mail. 


Write for 16-page brochure which tells you more about NP’s 3-way Marketing Program for 
selling your product to the $17 billion manufacturing meat industry. 


THE NATIONAL PROVISIONER 


15 WEST HURON STREET CHICAGO 10, ILL. 
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that the potential ability to create 
new ideas is present in all men to a 
greater or lesser degree, and that 
through proper training or through 
use of certain techniques, this ability 
can be developed.” 

The Harvard students found these 
industry developments: 

e General Electric Co., has been 
conducting a “creative engineering” 
course since 1937. The course, which 
runs a year and a half, now is 
taught in 17 GE plants and has grad- 
uated 347 men. 

e Last year, B. F. Goodrich Co., 
started a pilot creative thinking 
course for 20 men, most of them en- 
gineers. 

e Radio Corp. of America has be- 
gun two courses within the past two 
years. One is a new ideas program, 
the other a systems engineering 
course. 

e A. C. Spark Plug Div. of General 
Motors has set up a creative think- 
ing program with the help of profes- 
sor John Arnold of Massachusetts 
Institute of Technology. 

Colleges and universities, too, are 
beginning to develop such creative 
thinking courses, the students found. 
Columbia and Rutgers have courses 
in “applied imagination.” Boston 
University’s school of public rela- 
tions has a course in “creative think- 
ing,’ and Penn State and Temple 
are studying the possibilities of such 
courses. 


‘American Aviation’ hassle 
comes up before ABP board 


® NEW yorK—American Aviation, 
Washington, was scheduled to pre- 
sent its case for remaining in the 
Associated Business Publications to 
the ABP board of directors at the 
board’s regular quarterly meeting, 
Jan. 5. 

The publication has resigned from 
the Audit Bureau of Circulations, 
protesting the ABC’s policy on 
auditing non-paid circulation (IM, 
December). And ABP president 
William K. Beard, Jr., contends the 
resignation makes American Avia- 
tion “automatically ineligible” for 
ABP membership. 

Publisher Wayne Parrish of 


ontinued on page 40 








How to Se 


a Better 


It’s no longer enough to build a better mousetrap. 
Technological advances enable your competitors to 


build one just about as good. 


Today you’ve also got to sell it. And that means 
more than just beating a path in reverse, from your 
better mousetrap to the prospect’s door. It’s not 
enough merely to tell a lot of people you’ve got a 
better mousetrap because the mechanics of mass com- 
munications are just as available to your competitors 


as are the mechanics of production. 


The essential ingredient in effective selling has 
always been something that cannot be mechanized 


or automated or fabricated from a formula. 
It is believability. 


It is the feeling of: “That makes sense—I can’t go 
wrong doing business with those people.” It is the 
belief that a given product (or service or share of 
stock) is a better value than its competition, because 


of the company that stands behind it. 


ousetrap 


When advertising instills confidence in the character 
—as well as the products—of your company, it sells. 
It sells because it causes people not only to know 
about your better mousetrap, but to believe what 
you tell them. 

How do you get that intangible but solidly practical 
plus-value into advertising copy? Only when the 
people who write the copy have the opportunity to 
know and the capacity to understand the men, the 


ideals, and the aims that are a company. 


That kind of complete understanding grows naturally 
from our way of working in full, close partnership with 
clients—through every step in analyzing a marketing 
problem from its initial definition to its ultimate 
solution. Other benefits, too, spring inevitably from 
our method of working as responsible marketing 
partners, rather than just suppliers of words and 
pictures. They add up to practical sales results that 
stimulate healthy growth for our clients, and for us. 

Thirty-one of the companies we serve have become 
leaders in their respective fields. If you would like to 
know more about how we work, from the client’s 
viewpoint, talk to any or all of them. We'll be glad 


to send you a list. 


arsleller. Lickard, 
(Gebhard and Keed, Ine. 


Ao Vi Se oe) ee 


NEW YORK « CHICAGO «+ PITTSBURGH 
AFFILIATES 
PUBLIC RELATIONS * BURSON-MARSTELLER ASSOCIATES, INC 
MARKETING COUNSEL * MARSTELLER RESEARCH, INC 
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Plant Engineering 


IN THIS ISSUE 


Simplified Maintenance Standards... 
From Dirty Air to “Country Air” at Plymouth Plant... 
How Safe Are Third Rail Systems?. 
High Capacity Air Conveying... oe 
Small Plant Hires Electronic Clerks 
Lubrication of Ball Bearings 
Gas Scrubbers—Fit Material to the Service... 
Rehabilitating Flood-Damaged Plant Equipment 
How Aluminum Can Serve Industry 
Electronics Control Painting 
Maintenance Problems—How to Study Them, Get the 
Facts and Find the Solution 
Chemical Cutter for Hard-to-Reach Pipe 
How to Care for Your Floors 
Plastics Problems Pester Plant Engineers... 
Training Center at “The Mill’... so es 
Isotopes Prove Rust Preventive Really Penetrates......... 
Protective Coating Stops Corrosion, Abrasion. Note 
Maintenance Study Can Be Profitable... 
industrial Landscaping 
How Shakeproof Solved Landscaping Problems 
New Developments and Applications... pomeies 
Fuel Change Cuts Costs... if Fea 08 
Mobile Command Post at Eastman. 
32nd P.E. Society Organized... 


REGULAR DEPARTMENTS 


‘Round About with the Editors 
Bulletins and Catalogs... 

Back Talk About Our Past Issues 
Plant Engineers’ Digest.. 
Operation and Production 
Construction Briefs 
News from the Plants... 

New Plant Construction... eo 
New Products and Processes... 
Review of New Books... 

Data File of Commercial Literature. 
Advertisers’ Index ..... 





Volume 9, No. 10 Circulation this issue 45,560 


The magazine that ray plant Fis with their everyday problems 
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PLANT ENGINEERING is the only magazine published exclusively for engineers re- 
sponsible for plant engineering and maintenance. That is why editorial material can 
be selected specifically to satisfy the complete specialized range of reader requirements. 


Thea kund off editorial cevenage jor 
Apecific Job nesponschilitis builds 
Conlimulttls, Atspomnstie pending inlenoae 


It takes a skilled management consultant to properly control cost of maintenance 
ee se One such authority here presents simple, step-by-step directions for ap- 
aaa plying maintenance standards. 


Plant Engineer Allen of Plymouth Div., Chrysler Corp., demanded the best 
—i dust collectors for the big Plymouth Engine plant. Here’s how his department 
tested and selected the best unit for the job—and saved lots of money, too. 


Even the very small plant can save money with punched card systems. One 
little GE plant buys—for $200 per month—the services of an electronic “clerk.” 


-Results: Reduction of preventive maintenance work; thorough analysis of main- 
tenance program; complete records. 


\ Plant engineers use great quantities of plastics in buildings, equipment. This 
2,000-reader survey by PLANT ENGINEERING shows them how they can cut 
costs by using more plastics; where to get additional help, information. 





% Maintenance can show plant engineering the weaknesses of design in some 
equipment. Re-design by plant engineering can give greater service at lower 
costs. Lever Brothers show how they do it. 





cmd thada why PLANT ENGINEERING had gained 
in advetlising Pagel Bey yet hice WA tnceplieon 
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T 
TOTAL ADVERTISING | | Again in 1955, PLANT ENGINEERING 
PAGES BY YEARS carried more advertising than the previ- 


ous year. This becomes more significant 








as a measure of advertiser confidence 
when you also know that most competing 
publications showed losses in the same 








period. 














TECHNICAL PUBLISHING CO., 110 SOUTH DEARBORN ST., CHICAGO 3 








hut different! 


The PACKAGING family is a big one 
—but how different its important mem- 
bers! Doli makers need packages—so do 
heavy-chemical manufacturers; but the 
former is strongly sales-slanted in his 
packaging needs and purchases, the lat- 
ter mainly preoccupied with protection. 


PACKAGING has grown too big for one 
magazine to deal adequately with both 
consumer and industrial interests and 
needs—and the INDUSTRIAL segment 
is too important for one-handed sales 
attention and promotion. That’s why 
a different magazine had to be born— 
and why it has met with such a warm 
welcome by its carefully selected readers. 








If you can sell anything on the list below, 
there’s a big potential payoff for your 
advertising in the pages of 


industrial Packaging 


BAGS @ DRUMS & PAILS @ CORRUGATED 
CONTAINERS @ WIREBOUND & NAILED 
BOXES & CRATES @ CLEATED FIBRE BOXES @ 
PLYWOOD CONTAINERS @ CARBOYS @ CASE 
LINERS @ BARRIER MATERIALS @ VPI PAPERS 
@ WET STRENGTH & REINFORCED PAPER © 
FLEXIBLE CORRUGATED PAPER @ COATED 
PAPER @ MACHINERY @ RUST PREVENTA- 
TIVES @ PPOTECTIVE COATINGS e@ DESSI- 
CANTS & DEHYDRATING AGENTS @ INTERIOR 


BRACING @ TAGS, TAPES, STRAPPING, STA- 


PLING EQUIPMENT & OTHER ACCESSORIES 
* 

Send for a copy and complete data about 

INDUSTRIAL PACKAGING—a sister publi- 

cation to PACKAGING PARADE, the News 

Magazine of Consumer Packaging. 


* 
HAYWOOD PUBLISHING COMPANY 
22 EAST HURON ST., 
CHICAGO 11, ILL. 
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American Aviation has challenged 
Mr. Beard’s stand. He has pointed 
out that an ABP member may be 
expelled only by two-thirds vote of 
the board, and he says American 
Aviation will “follow every course 
available to maintain membership 
in ABP.” 


Leonard Refineries merges, 
sets up ad, PR department 


® ALMA, MiIcH.—Leonard Refineries, 
which has been enlarged by its 
merger with three other companies, 
now has set up a public relations 
and advertising department. 

T. E. Bennett is manager of the 
new department. He formerly was 
Great Lakes district representative 
for the Oil Industry 
Committee in Chicago. 


Information 


The present company organization 
was established Dec. 1, when Mid- 
West Refineries, Roosevelt Oil & 
Refining Corp. and Leonard Pipe 
Line Co. merged with Leonard Re- 
fineries and became divisions of 
the parent company. 


Three ex-GE men form agency, 
specialize in sales promotion 


® NEW yorK—Three former mem- 
bers of General Electric Co.’s ad- 
vertising and sales promotion de- 
partment have formed a new agency 
specializing in sales promotion and 
visual programs. 

They are Frank B. Muller, John 
T. Jordan and William F. Herrick. 
Their agency, headquartered in New 
York, is named Muller, Jordan & 
Herrick. 

The agency’s services will include 


Link-up .. Partners in a new type of 


sales promotion agenc} 


| B. Muller, Jo} 


planning, creation and production 
of direct mail material, sales pro- 
motion literature, slide films, mo- 
tion pictures and stage presenta- 
tions. 


Swain to teach engineers 
how to talk ‘plain talk’ 


® NEW yorK—Philip W. Swain has 
retired at McGraw-Hill Publishing 
Co., New York, to devote his time 
to teaching industry how to write 
and talk plain language. 

The former chief editor of Power 
plans to serve as a consultant, teach- 
ing engineers of his client companies 
how to translate technical jargon 
into plain English. 

After a few sessions with Mr. 
Swain, engineers no longer will say, 
“It is inadvisable to operate belting 
at excessive peripheral velocity.” 
Instead they will say, “Don’t run 
belts too fast.” 

Mr. Swain, holder of four college 
degrees, pioneered in clear technical 
writing while editor of Power. 

He will maintain his consulting 
Riverside, 


office at his home in 


Conn. 


Cleveland ad club honors 
seven industrial campaigns 


® CLEVELAND—Seven of the 13 
awards in the Cleveland Advertising 
Club’s annual competition for pre- 
pared-in-Cleveland advertising have 
been won by industrial advertising 
campaigns. 

Westinghouse Electric Corp., 
Pittsburgh, won three of the awards 
with industrial campaigns. Fuller & 
Smith & Ross, Cleveland, handled 
the three Westinghouse winners as 
well as one other industrial and one 
consumer campaign. The campaigns 
included business publication adver- 
tising and “transvision” booklets 
showing inner workings of the prod- 
ucts, for use as salesmen’s aids. 

The competition honors campaigns 
that “did outstanding jobs for man- 
agement.” 

The three Westinghouse winners 
campaigns for watt hour 
meters, industrial recording instru- 
ments and a new line of transform- 
ers. 

Here are the other industrial win- 
ners, their agencies and the winning 
campaigns: American Vitrified 

Continued on page 42 
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(RAILWAY AGE carries nearly 
a third more advertising pages 


*Based on the last full calendar year than the number two paper.*) 


Raitway AGE| Workbook of the Railways 


S1MMONS-BOARDMAN PUBLISHING CORPORATION ~—e 30 Church St.,N.Y.7 =» = 79 W. Monroe St., Chicago 3 
Terminal Tower, Cleveland 13 ° Dallas, Los Angeles, Portland, Ore., San Francisco 





"Immediate 
results," Sage. 


The Case of the Curious Customers... 


Men who keep getting ahead in business have an unquenchable 
curiosity about many things. This includes little things like the 
Coolidge Corporation’s ball bearings. 

That’s why so many different advertisers write letters about 
their successful Wall Street Journal campaigns. 

Make it a point to test The Journal! yourself. See what happens 
when you bring business information to the attention of executives 
who never are satisfied with what they already know. 


Circulation: 376,426 


THE WALL STREET JOURNAL 


; NEW YORK CHICAGO 
Published at 44 Broad St 711 W. Monroe St. 


DALLAS SAN FRANCISCO 
911 Young St 415 Bush St. 
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Products Co., Griswold-Eshleman 
Co., business paper campaign for 
vitrified clay pipe; Cleveland Elec- 
tric Illuminating Co., McCann- 
Erickson, color-sound movie, news- 
paper and magazine ads and direct 
mail telling of industrial expansion 
due in Cleveland because of the St. 
Lawrence Seaway; Ohio Crankshaft 
Co., Carr Liggett Advertising, busi- 
ness paper campaign for induction 
heating equipment for metalworking; 
Parker Appliance Co., Fuller & 
Smith & Ross, business paper and 
direct mail campaign for hydraulic 
system components. 


Communism has new foe... 
‘people's capitalism’ 


® WASHINGTON—Business publica- 
tion editors have been urged to 
popularize the term “people’s cap- 
italism” to hold up to the world’s 
peoples as an alternative to Com- 
munism. 

The proposal was made by Theo- 
dore S. Repplier, president of the 
Advertising Council, in a talk be- 
fore the National Conference of 
Business Paper Editors. 

Mr. Repplier, who just completed 
a six-month trip abroad, _ said, 
“When all is said and done, a pri- 
mary job of our propaganda is to 
make clear to the distressed and 
confused people of the world that 
there is a choice between Commu- 
nism and the dolefvl thing they 
know as capitalism. We must make 
clear that there is a third way, and 
that in this third way lies hope of 
a decent life for all mankind.” 


Want a raise?. . then 
become a sales executive 


™ CHICAGO—Sales executives are 
getting salary increases faster than 
any other classification of manage- 
ment, according to a study by the 
Dartnell Corp. 

Admen can take heart. They are 
included in the sales executive clas- 
sification. 

Since 1950, the survey shows, 
sales executives’ pay has gone up 
23%, while the increase for men in 
all management jobs has been only 
17%. 


jued on page 44 
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» OUT charter advertisers -- 
A-B-C Packaging Machine Corp. Mead Board Sales, Inc, 
American Viscose Corp. Minnesota Mining & Mfg. Co 
Bartelt Engineering Co. Package Machinery Co 
Blocksom & Co. Pak-Rapid, Inc. 
E. J. Cady Co. Paterson Parchment Paper Co 
Clybourn Machine Corp. Peters-Dalton, Inc 
Consolidated Packaging Peters Machinery Co 
achinery Corp. Pneumatic Scale Corp., Ltd 
Container Equipment Corp. Potdevin Machine Co 
Crossett Paper Mills Reynolds Metals Co 
obeckmun Co. Riegel] Paper Corp. 
Economic Machinery Co. Scandia Manufacturing Co 
The Filler Machine Co., Inc. H. P, Smith Paper Co 
Goodyear Tire & Rubber Co., Inc. The Visking Corp. 
Adolph Gottscho, Inc. United Can Div., American 
Hinde & Dauch Seal-Kap Corp. 
Horix Manufacturing Co. Waxed Paper Merchandising Council 
Island Equipment Corp. A. H. Wirz, Inc. 
R. A. Jones & Co., Inc, 
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is the nation’s 


FASTEST GROWING 


- HOSPITAL ~ 
MARKET 


FOR SUPPLIES... 
Southern hospitals are 
spending annually : 
more than $275 million 


NEW CONSTRUCTION 
. . . New facilities now 
building or planned total 
more than $300 million 


STILL NEEDED... Just 
to catch up with present 
needs will require... more 
than $1 Billion in new 
hospitals and facilities 


FOR 100% COVERAGE 








of this vast Southern market of 15 
states and the District of Columbia 


LOOK 10 


TEN 
wOs>TEAls 


As the official publication of the Southern 
state associations and of both the South- 
eastern and Virginia-Carolinas Conferences, 
Southern Hospitals enjoys the respect of 
Southern institutions and the people who run 
them. Edited and published by Southerners 
for Southerners, readership comes noturally! 


CLARK-SMITH PUBLISHING CO. 


218 W. Moreheod St., Charlotte 2, N. C. 


Southern 
journal 
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Sales executives also come out 
ahead in bonuses. The survey shows 
that 62% of general sales managers, 
advertising managers and their staffs 
receive bonuses, against 55% for 
the second-place group, financial 
management. 

Payment of bonuses to managerial 
personnel is increasing, according to 
the survey. It shows that in 1950, 
51% of corporation executives re- 
ceived bonuses. Now the figure is 
over 54%. 

Despite pay increases, many exec- 
utives are not as well off now as 
they were five years ago, the sur- 
vey shows. In 1950, the average 
corporation president took home 
$22,358, and now his earnings after 
taxes are $24,700. But in terms of 
1950 dollars, that $24,700 is worth 
only $22,181—$177 less than in 1950. 

This situation is causing more and 
more companies to adopt special 
compensation plans for executives, 
such as deferred pay plans and 
stock plans, the Dartnell survey 


shows. 


Consumer marketing techniques 
will work for you: Pfeifer 
® Chicago—“There really isn’t any 
difference between industrial and 
consumer marketing,” says G. H. 
Pfeifer, advertising manager, Chain 
Belt Co., Milwaukee. 

He backs up his statement with a 
convincing case history. 

Mr. Pfeifer spoke at a meeting of 


guests at the annual t.f. Cluk 


rd, The Tool Engineer; M. G. 


orkel Gundel, Torkel 


the industrial section of the Ameri- 
can Marketing Association’s Chicago 
chapter. 

He told how his company pulled 
its line of small pumps, used by 
contractors to pump water out of 
excavations, out of a sales slump 
by use of consumer techniques. 

Chain Belt drew on experience of 
the Buchen Co., Chicago, its agency, 
with consumer appliance accounts to 
develop a merchandising packet that 
sold the company’s distributors on 
pushing the pumps. 

Other factors in the campaigns 
were: 

e A bonus plan for distributors who 
reached their pump quota. 

e Consumer-type slogans to push 
the pumps. 

@ Local and regional cooperative 
ads. 

e Furnishing direct mail pieces and 
helping distributors set up direct 
mail programs. 

e Strong point-of-purchase mer- 
chandising. 

As a result of the campaign, sales 
of pumps to contractors jumped 
49.8% during 1955, Mr. Pfeifer said. 


New book lists 8,800 top men 
in Canadian companies 


® TORONTO—The Financial Post, 
Toronto, has announced publication 
of its 1955 “Directory of Direc- 
tors.” 

The 394-page book lists 8,800 di- 
rectors and officials of Canadian 
companies in practically every field. 
Copies are available at $10 each 
from Maclean-Hunter Publishing 
Co., 481 University Ave., Toronto. # 


of Chicago Christmas party were (I. to r.) 


Walther, Russell T. Gray; Robert G. Peck, Jr., 


Fol } KJ 
Gunael Advertising. 
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The value of the editorial content 
is the only reason anyone reads 
a magazine, whether he pays for 
it or not. 27% of MACHINERY’S ¢cir- 
culation is Directed. The other 
73% is top-quality Paid. 


EXT TIME you see your MACHINERY representative, 
N ask him to identify a particular metalworking plant 
employing some 70,000 men. You will discover that the 
Buying Power in this plant is in the hands of fewer 
than 100 men. 


MACHINERY knows who these men are—by function and 
by name, And, through its proved Directed Distribution 
plan, sees to it that every one of them receives a personal 
copy every month. 


This kind of coverage is duplicated in every important 
metalworking plant. Even in those which prohibit 
subscription salesmen MACHINERY gives your advertising 
the penetrating power that reaches every member of 
the plant buying team. 


MACHINERY gets in—and your advertising, too! Ask 
your MACHINERY representative to prove it. 


MACHINERY published by The Industrial Press, 93 Worth Street, New York 13, N. Y. 
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STREET SUPT. 








WATER SUPT. 


A CITyCLeRKY 


ONE MAN, THREE TITLES, THREE JOBS 


How a small town buys municipal equipment 


MR. W. 0. MANN does almost everything 
in Siler City, North Carolina 
3,000). His official title is City Clerk, but don’t 


let titles fool you. He is also Water Superin- 


(population 


tendent and Street Superintendent. 


When Siler City needs equipment, Mr. 
Mann recommends purchases to the mayor and 
five commissioners. As in most other small 
town governments, these officials are elected by 
the voters and serve in a part-time capacity. 


Purchases must have their approval. In this 


way the City Clerk has bought Badger water 
meters and an International Harvester tractor 
with a Henry backhoe attachment. “Any time 
! am interested in new equipment, | look for 


it in THE AMERICAN City,” says Mr. Mann. 


Are men like Mr. Mann seeing your adver- 
tising? You can increase your sales to city and 
town governments by investing your advertis- 
ing dollars in THE AMERICAN City—the maga- 


zine that reaches all municipal departments. 


American City 


470 Fourth Avenue, New York 16, N. Y. 
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provide more cubic inches of comfortable leg 
room below seat board levels than any other 


stands with either 22” or 24” row spacing, 
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Universal Bleacher Company 


606 SOUTH NEIL ST. + CHAMPAIGN ag INOIS 


Conventional vs. unusual 

= These two bleacher ads appeared in a recent issue of School 
Executive. The Universal Bleacher Co. used a more or less conven- 
tional layout with picture, headline and copy. Wayne Iron Works used 
an unusual layout with large red and black letters spelling out 
“Wayne.” Which ad attracted more readers and which one was the 
best read? See page 48. 





GROWTH IS 
IMPORTANT 


Growth has value. 
Whether it is the physical 
growth which accompanies 
youth, or the physical 
growth of a healthy 
publication . . . growth is 
important. 

The growth of JOURNAL 
OF PETROLEUM 
TECHNOLOGY is 
important to you, the 
advertiser of technical oil 
production equipment 
and services. Now, over 
8,000 petroleum engineers 
and other technical 
specialists in the oil 
production field read this, 
their professional 
publication, monthly. 
These are the men 
responsible for specifying 
the equipment and services 
which make a successful 
oil production program 
possible. 

Tell the petroleum 
engineers your technical 
sales story in JOURNAL 
OF PETROLEUM 
TECHNOLOGY. 


Petroleum Engineers are 
educated to specify and buy 


JOURNAL Of 


PETROLEUM 
TECHNOLOGY 


Published Monthly by Petroleum Branch, 
American Institute of Mining, Metallurgical 
and Petroleum Engineers, Inc. 

800 Fidelity Union Bldg. @ Dallas 1, Texas 
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which ad 
attracted 
more readers? 


= The 


readers with almost one out of four 


Wayne ad stopped more 
readers noting the ad, while only 
about one out of seven noted the 
Universal ad. 

Here is a case where an obvious 
attention-getting element did just 
that. However, it did not gain many 
more readers for the copy message. 
Wayne had a “read most” score of 


Below is 
the answer 
to the problem 


on page 47 





\Y 


seven compared to Universal’s “read 
most” of 6%. 

It would appear that this product 
has a certain interest level and only 
“interested” readers are going to 
read the ads’ copy to any extent, re- 
gardless of how many “other” read- 
ers it attracts. 

The scores, reported by Daniel 
Starch & Staff, Mamaroneck, N. Y.: 





Universal 
Seen- 


Noted Assoc. 





© Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 


name of the product or advertiser. 


'S) Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 


name of the product or advertiser. 


2] Read Most denotes the per cent of 


14 13 
106 123 


readers who read 50% or more of the 


copy. 


Cost Ratio tells the relationship between 


er hundred readers (who “noted,” 


I for a specific ad and the 
corresponding median average cost for 
x11 the ads in the same issue. A “Noted” 

st ratio of 175, for example, would mean 
the ad “stopped” 75% more readers 
Jollar than par for the issue, par being 

and representing the median average 
cost. Thus a cost ratio above 100 is above 
average; below 100 is below average. 








If production men in the 


pulp and paper field 


are important to you... 





use the publication that’s 


important to them 











how executives vote 


Operating and administrative ex- 
ecutives in 36 large companies in 
the paper and allied products 
industry were asked which trade 
magazines they read. Top of the 
list was PAPER TRADE JOURNAL. 


advertisers, too, vote for 
Paper Trade Journal 


The suppliers who sell to the pulp 
and paper field, and the agencies 
that represent them, consistently 
vote their dollars for PAPER TRADE 
JOURNAL by placing more pages 
of advertising in this publication 
than in any other in the field. 





They cast their vote for 
Paper Trade Journal 

as the most useful 
publication they get 


survey no. 1. 333 men of known importance in the 
pulp and paper industries were asked to list the maga- 
zines of all types they read, and then to encircle the 
one most useful in their job. PAPER TRADE JOURNAL 
led the list. 


survey no. 2. Surveying the paper field, an adver- 
tiser found Paper TRADE JOURNAL given first place 
more often than any other paper in the field. 


survey no. 3. Research directors interested in the 
pulp and paper field gave first place, naturally 
enough, to TAPPI as the journal most helpful in their 
work. PAPER TRADE JOURNAL was a close second, and 
led all the others. 


Complete details on any of these surveys 
are available from any of our representatives. 


PAPER TRADE JOURNAL 


@ “the most useful paper” 


ABP 


15 West 47th Street, New York 36, N. Y. 
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do you have 


any of these three 


industrial distribution | 


problems? 





do you need more distributors? 


This is the first problem of the new manufacturer 
in the field. Maybe it’s not your problem today. But 
how about tomorrow? Shouldn’t vou be cultivating 
new distributors for tomorrow? How’s your dis- 
tributor coverage in such key secondary cities as 
San Antonio, Spokane and Shreveport? How about 
Salt Lake City, Scranton and South Bend? Dis- 
tributor sales figures for November and December, 
1955 are not yet available. However, do you realize 
that up through October, three areas racked up 


sales gains of 26, 19 and 14 percent over 1954? The 
Pacific led the way. The South Atlantic was next, 
while the East North Central ran a close third. Are 
you getting your share of these sales increases? Do 
you have enough distributors in these areas? 
INDUSTRIAL DISTRIBUTION can help you with this 
problem. It reaches distributor organizations of all 
types and sizes throughout the country. It is read 
by the executives who make the decision to add a 
new line. 


do you want better distributors 1n some areas? 


“Better” is relative here. What’s better for some 
manufacturers may not be better for you. And it 
doesn’t necessarily mean larger organizations. Of- 
ten a smaller firm can do a superior job. Specialized 
distributors can do an excellent job on some lines, 
while other products lend themselves more to gen- 
eral line houses. Actually, there’s no pat answer. 
Your problem is to find the company in each area 
which has the time and talent to do a top-notch 


sales job for you. INDUSTRIAL DISTRIBUTION, by its 
very nature, reaches progressive, sales conscious 
organizations who are not satisfied with yester- 
day’s methods or sales. “Talk” to the executives of 
these companies through the pages of INDUSTRIAL 
DISTRIBUTION. Tell them about the sales and profit 
possibilities of your line, your sales policy, your 
advertising support. INDUSTRIAL DISTRIBUTION 
will pre-sell them on your line. 


do you want more sales from present distributors ? 


The latest report shows that orders from indus- 
trial distributors for 1955 are 34.2% over 1954. 
(AS&MMA new order index—October.) Orders for 
each of the first ten months of 1955 exceeded the 
corresponding months of 1954. In September, they 
hit a peace-time high. Are your distributor orders 
reflecting this boom? Getting more sales from pre- 
sent distributors is a constant problem, even with 
well-established companies. Mainly it concerns dis- 
tributor sales personnel. Can they give a good 
sales talk about your products? Do they know the 
markets for your products? Remember this: The 
more your distributor salesmen know about your 
company, its policies and products, the more time 


they are going to spend talking about and selling 
your products. Keep your distributor salesmen 
constantly informed, interested and activated 
about your company and its products. They’re the 
men that get the orders. And, they must be sold and 
continually kept sold on your line. INDUSTRIAL 
DISTRIBUTION can help you here, too. Approxi- 
mately 65% of its distributor circulation is among 
sales personnel. A consistent advertising campaign 
in INDUSTRIAL DISTRIBUTION will give your dis- 
tributor salesmen knowledge of, interest in and 
enthusiasm for your company and your products. 
It will sell the men who sell your customers. 


Whatever job you have todoamong industrial distributors, 


INDUSTRIAL DISTRIBUTION can help you. 


We'll welcome your inquiry. Write Clarence H. Holdsworth, Business Manager. 


Industrial Distribution 


A McGRAW-HILL PUBLICATION © 330 WEST 42nd STREET, NEW YORK 36, NEW YORK 
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Working 
Alone? 





Mavse you own your 
business, sell your prod- 
uct, and write your own 
advertisements. 

If you need a lift in sales 
and advertising, a cus- 
tomer magazine by 
William Feather may be 
the solution. Better and 
less expensive than do, 


it-yourself. 





A TESTED CUSTOMER 
MAGAZINE FOR 
ESTABLISHED BUSINESSES 





Complete details, samples 
and cost information will 
be sent upon request. 
Anyone in a business not 
competitive with our 
present customers can try 
our magazine on a test 
basis. Quit anytime you 
find the magazine is not 
doing an effective adver- 


tising job. 





The 
WILLIAM FEATHER 
COMPANY 


‘linton Road, Cleveland 
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Management to move 
toward larger role 
in employe relations 


= The company communicators are 
clearing the decks for action in 1956. 
During the past twelve months, our 
industrial spokesmen have become 
more determined, more articulate 
and infinitely more confident. This 
is as it should be, and as it should 
have been for some years past. 

The acceleration of pace is not to 
be confined to the internal com- 
municators, whose audiences are 
made up principally of employes, 
but extends itself to include the 
proprietors of external communica- 
tions devices. 

Several industrial marriages be- 
tween the agents of advertising, pub- 
lic relations and employe communi- 
cations were arranged in 1955, Top 
management has begun to take note 
of the similarity of purpose involved 
in each; basically the purpose is to 
sell somebody something. The target 
of the advertiser is clear. The public 
relations practitioner has _ several 
publics to sell, while the internal 
communicator has a man-sized job 
in the corridors of employe persua- 
sion. 

Sensing this, managements effect 
working, if not actual, mergers 
among the three. It was not uncom- 
mon in 1955 to find an advertising 
manager supervising public relations 
while he kept a practiced eye on his 
company’s employe communication. 
You are almost certain to see more 
of it in 1956. 

Communications people generally 
are lassoed into intimacy through 
business conditions common to all. 
The adman feels the spur of compe- 
tition constantly, but so does the em- 
ploye communicator and the p. r. 


man. Human understanding, inside 
and outside the plant, is the mutual 
concern of the p. r. man and the 
employe communications mogul. 
Quality—or the lack of it—is a com- 
mon headache. 

Labor-management disturbances, 
which promise to become rougher in 
1956, affect production and morale 
and service, so the plant-level battles 
of the employe relations people be- 
come the inevitable concern of the 
sales and advertising personnel. 

The company which fails to recog- 
nize the unity of purpose among 
communications people within its 
gates is simply supporting a division 
in the ranks. Any plant-level con- 
flict of any proportions will have a 
harsh, immediate effect upon the 
company’s customer relations. 


Pressures mount . . In employe 
communications during the coming 
year, look for a general stepping-up 
of campaigns to sell the manage- 
ment viewpoint. The pressures are 


Continued on page 54 


Seven new trends seen in com- 
pany communications picture 
for 1956 .. 


1. Closer working relationships among 
advertising, public relations and company 
communications personnel. 


2. Franker interpretation of manage- 
ment's role. 


3. More emphasis on presenting the 
supervisor as an agent of management. 


4. More switches from “slick” employe 
magazines to lustier tabloids. 


5. Upswing of straight-talking manage- 
ment newsletters. 


6. Broadened appeal, for external con- 
sumption, of the employe annual report. 


7. Stepped-up indoctrination programs for 
new employes, with accent on visual aids. 
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“Oliver, your new Market Research Seminars 
promise real help to metalworking marketers” 


Comment by Charles W. Lucas 
Manager Marketing Services, 

Pratt & Whitney Co., Inc. 

to Oliver Johnson, Research Director 


of The IRON AGE 


“T guess I’m already using your marketing 
services about as much as anyone .. . and 
I expect to get a lot out of the Seminars. 


I think your plan to conduct a complete 
how-to-use them review of your Basic Mar- 
keting Data... your IBM file of metal- 
working plants,..and your coding and 
mailing services will be very useful, 


But even more important, to me at least, 
will be the actual case histories you will 


present showing how others are using these 
services ...and the results they are getting! 
Last, but not least, I welcome the oppor- 
tunity to swap with others, ideas and 
techniques dealing specifically with metal- 


working marketing problems. 


These are a few of the things which will 
make the Seminars valuable to me . . . and 
I should think, to everyone who attends.” 


RON AGE 


A CHILTON PUBLICATION @UpeD 


CHESTNUT & 56th STREETS, PHILADELPHIA, PA. 





(ADVERTISEMENT) 


STREET ENGINEERING MARKET 
® THE PROBLEM. The urban highway 
problem has been given top priority 
by the Nation’s experts. Half of all 
traffic volume is on urban streets, 
only one-tenth the Nation’s mileage. 
= TOTAL CURRENT MARKET. Vast 
sums are being spent currently to 
improve and maintain our city 
streets. Out of an estimated 1955 to- 
tal of $6.0 billion to be spent for all 
U.S. highways, $1.7 billion will be on 
urban highways. 


Rural rcads = 
State highways 


1,850 6.050 
® OPERATION EXPENDITURES. Not in- 
cluded above are operation expend- 
itures, This market involves addi- 
tional hundreds of millions of dol- 
lars, on parking, street cleaning, 
street lighting, etc. 

A BPR breakdown of pariial data 


reported to it is as follows: 


Distribution of Expenditures by Urban 
Places for Allied Street Functions: 1951 


ph d 
Sidewalks 13.5 2. 
Storm sewers . 
= ITEMS NEEDED. Almost every type 
of equipment and material used in 
phases of road construction, main- 
tenance and operation is needed by 
the urban highway market. 

STREET ENGINEERING delivers 
every specifying and purchasing in- 
fluence in the total maintenance and 
operations market. STREET ENGI- 
NEERING will go to over 14,000 
persons, each individually screened 
for his value to the advertiser. With 
no need to conform to precedent or 
existing circulation patterns, “waste 
circulation” has been kept to an ab- 
solute minimum. STREET ENGI- 
NEERING’s circulation is 90.39% 
“effective,” a figure approached by 
no other publication in its field. 

The Research Department of 
STREET ENGINEERING has pre- 
pared the following reports, which 
are available on request: 

Facts and Figures on Your Ex- 
panding Street Market 
Truck Ownership of Cities in the 
United States 

Write for copies or more com- 
plete market information to 
STREET ENGINEERING, Gillette 
Publishing Co., 22 W. Maple St., 
Chicago 10, Il. 


13.6 
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COMPANY COMMUNICATIONS 


continued from p. 52 


being applied by the merger of the 
AFL and the CIO, by the swelling 
successes of the guaranteed annual 
wage, by the smooth political action 
machinery beginning to 
function within unions, by the gnaw- 


already 


ing and desperate fear on the part 
of some industrial chieftains that in- 
dustry may itself become a captive 
audience. So one may watch for 
sharper, franker definitions of the 
management role in employe com- 
munications devices. 

Some managements will attack, 
with a new and courageous forth- 
rightness, the principle of the union 
shop. Others are already toying with 
a frontal assault on the use of union 
dues for political purposes, and may 
even utilize their own employe pub- 
lications for outright political pur- 
poses. It’s an election year and, to 
some, anything goes. 

There will be a fresh and more 
vigorous wooing of the supervisor 
as an agent of management. The 
plushier type of employe magazine 
may lose a bit of ground to the 
lustier, less costly tabloid news- 
paper. The management newsletter 
to employes, talking straighter, more 
fully and more often, is on the rise. 

The employe annual report, gain- 
ing headway rapidly in the past 
few years, is a newer medium of 
communication. You may see ad- 
justments to the device in 1956, for 
companies are beginning to think of 
broadening the editorial slant of the 
employe report to make it readable 
for other, external audiences. In- 
doctrination programs for new em- 
ployes are being fattened up, and 
visual aids for indoctrination and 
training purposes promise to achieve 
greater popularity. 

The internal communications man 
must stay more alert to change in 
1956 than in any of the past several 
years. He must recognize, and act 
upon, the change of heart within his 
diehard 
champion of the status quo faces a 


own management. The 
lean year. 


Heightened competition . . The 
external 
studying the blueprint for his exter- 
nal magazine during 1956, not only 


communications man, 


finds that his company faces stiffer 
competition in sales; he also finds 
that his own journal is locked in 
fierce competition itself. The exter- 
nal publication, vastly improved 
over just the past few years, is now 
an art to edit. The Barnumesque 
techniques in most fields of selling 
activity don’t seem to move the 
product as well as they did a few 
years ago. The nimbler practitioners 
in the external editing profession in- 
sist that the era of the “soft sell” 
is carrying over to ’56. 

The new, close alliance among 
the three communications depart- 
ments, however—advertising, pub- 
lic relations and employe relations— 
looks promising for the new year. 
Communication among the three de- 
partments has not always been close, 
so it has not always been effective. 
Each has looked a trifle wistfully 
into the province of the next, hesi- 
tating to suggest the formation of 
the three musketeers of communi- 
cation. The developments in 1955 
and the lurking shadows of 1956 
have brought them together in many 
cases. 

If there isn’t a close working re- 
lationship among the three activities 
in your own concern, then you 
aren’t prepared for the competitive 
onslaughts of the next twelve 
agitation, 
competition, 
material 


Union political 
teeth-rattling 


pinches, 


months. 
action, 
labor 

shortages—these are some of the 
communications 


market 


concerns of all 
people in 1956. 

Where does the decision to unify 
communications originate? As any 
schoolboy can answer 
prompting, from the top man. Why 
should it be done? Because, in any 
area of communications in 56, man- 
agement is going to face the rough- 
est sort of competition—in sales, in 
associations with employes, and in 
the political arena. If the sales or 
advertising department develops a 
strategy of persuasion unknown to 
public or employe communicators, 
it is only common sense that it be 
sometimes these days it is, 
and oftentimes it isn’t. 


shared 


The common bond of communica- 
tions in companies may be a loose 
one, informal and flexible, but al- 
ways workable. Communications has 
a task before it in 1956. 2 
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Stacks logs where you can 
stack up industrial sales! 
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WORLD'S LARGEST log stacker, 300 feet long and rising 80 
feet in the air, carries pulpwood to storage at the Rome 
Kraft Company Mill, Rome, Georgia. 


During the past 10 years, of all new paper making fa- 
cilities added in the U.S., over 90% have been in the South 
and Southwest. Equally remarkable is this region’s growth 
story in petro-chemicals, synthetics, metals and scores of 
other industries. 


SOUTHERN POWER and INDUSTRY is the highly regarded 
‘“home-town” journal of this fastest-growing industrial 
and power market. Advertise regularly in S.P.I. and you 
will be more than pleased with the increased sales you get 
from this territory. 


See how the South 
and Southwest Grows! 


*% 7 new plants or major 


expansions a day. 


¥%& Industrial employment gains 


over 50% in past ten years. 


%& 53.2% of U.S. gain in 
commercial and industrial 
central station customers 


in past four years 


SOUTHERN POWER and INDUSTRY 


806 Peachtree St., N.E., Atlanta 5, Ga. 





FACTORY gets 


FACTORY staff members study production methods at large ordnance plant 


HOW CAN ANY PUBLICATION keep up-to-date with the explosive 
changes taking place in American manufacturing? FACTORY ’s method 
is to have enough editors . . . four times as many as any comparable 
publication . . . and to see to it that these editors have had practical plant 
operating experience in responsible positions in important manufacturing 
companies. 

By doing that, FACTORY insures that editors can spend plenty of 
time in the plant, keeping in close touch with plant operating thinking, 
problems, and needs. Result? An authority for FACTORY’s editorial 
content that Plant Operating men recognize. 

And that’s another reason why more men in the Plant Operating 
Group pay toread FACTORY than any other industrial magazine. 
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Manufacturing plants are built to improve Plant Operation. It’s obvious, therefore, that the Plant Operating 


Group plays a major part in what goes into the 


PLANT OPERATING MEN AREN’T HIRED 
TO BUY THINGS... they’re hired to solve 
problems. They get into the buying of equipment 
because it helps them solve problems. But be- 
cause you don’t know where the problem will 
arise, you don’t know which Plant Operating 
Men will be involved. 

To insure sales success, you must get your 
message to the whole Plant Operating Group ... 
the men known to salesmen and the men sales- 
men can't get to see. Yet many industrial maga- 
zines reach only the men known to salesmen. 


FACTORY ... by concentrating all its efforts 
on serving the Plant Operating Group .. . de- 
livers more plant operating readership than any 
other industrial magazine. And it gets behind the 
“sales iron curtain” to deliver coverage of the 
men salesmen can’t see and sell. 

And that’s another reason why advertisers in- 
vest more in advertising in FACTORY than in 
any other monthly industrial magazine. 


A McGraw-Hill Publication 330 West 42nd Street, New York 36, New York 
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| MORE TOP BUYING 
POWER COVERAGE 


FOR YOUR ADVERTISING DOLLAR 


(J See for yourself! Ask for latest re- 
port showing these circulation gains: 


Total Paid ee aeee UP 20.2% 
Effective Buying Power Coverage UP 31.3% 
Lumber, Plywood, Veneer, 
Wooden Container Mfrs. UP 50.9% 
UP 19.3% 
UP 18.4% 


Plant 
ng ps UP 31.6% 
itage . UP 14.39 


(November 1952 to date) 


TO SELL THE MAJOR PLANTS 


that account for the bulk of the produc- 
tion “across the board” in this multi-bil 
lion industry, use the one dynamic na- 
tional magazine that’s moving up fastest 
because its “how to do it’ editorial ma- 
terial is accepted and read by more and 
more practical management and _ produc- 
tion men — the men who make the buy- 
ing decisions. If you don’t believe it, ask 
our advertisers! 

() Ask for analysis showing low cost per 
thousand of WOOD & WOOD PRODUCTS top- 
quality coverage. 


[]) Ask for analysis showing how WOOD & 
WOOD PRODUCTS covers Major Producers — 


ms wooo 
WOOD PRODUCTS 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 





‘‘not how many — but WHO”’ 
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WASHINGTON 


PRICE BARRIER? 





FTC examiner urges 
discounts stay in 
materials handling 


® In industrial selling, it takes more 
than price to make a sale. While 
this may be a truism to industrial 
sales executives, it is the pivotal 
issue in a case now before the Fed- 
eral Trade Commission . . . a case 
which has wide implications for 
those who market many kinds of 
industrial equipment. 

At stake are single and cumu- 
lative quantity discounts offered by 
Yale & Towne to buyers of mate- 
rials handling equipment. For some 
time FTC has argued that these 
discounts injure competition. Now 
Hearing Examiner Frank Hier has 
weighed the evidence, and he has 
recommended that FTC drop the 
case. 

Adhering to a line of reasoning 
which seems certain to cut the 
ground out from under several sim- 
ilar cases if it is finally adopted by 
the Commission, he says discounts 
seem to divert business and lessen 
competition, “but the commercial 
facts of life revealed by the record 
of this industry show the fallacy of 
such a mechanistic interpretation.” 

“Price is neither the prime nor 
determinative factor in the majority 
of sales in this industry,” he re- 
ported. “Engineering design and 
performance are far more import- 


ant.” 


Competition keen . . In support of 
his view that FTC is misjudging 
the significance of price in indus- 
trial marketing, Mr. Hier drew on 
testimony by four of Yale & Towne’s 
competitors. One of the most pointed 
was P. K. McCollough, vice-presi- 
dent in charge of sales, Mercury 
Mfg. Co., who said his company 


REPORT 


by Stanley E. Cohen 


dropped discounts “because they 
had no effect on sales.” Others who 
concurred included George Ray- 
mond, president, Raymond Co.; O. 
M. Lund, vice-president and secre- 
tary, Barrett Cravens Co.; and L. C. 
Daniels, vice-president, Buda Divi- 
Allis-Chalmers. Although 
spokesmen for Towmotor dissented 
and said the discounts hurt them, 
Mr. Hier ruled their testimony was 


sion, 


“hearsay.” 

Summing up, he told FTC he 
found “active, keen, healthy and 
increasing competition” in the in- 
dustry, “with ease of entry, oppor- 
growth and 


tunity for survival, 


profits an active race for im- 
provement of product and a 


fluidity and flexibility of markets 


Big ‘56 may hurt. . If business 
gains at the same rate in 1956 that 
it gained in 1955, the results could 
be painful. So say some of the gov- 
ernment’s best economic analysts. 

Their reasoning goes like this: 
“Most basic industries are at or near 
capacity, and the pool of employ- 
ables is virtually drained. Further 
increases in demand could gener- 
ate ‘gray’ and ‘black’ markets; set 
off new flare-ups in the relatively 
quiescent wage-price spiral. 

“By late 1955, national 
product was at a rate of about $392 
billion, an increase of $33 billion or 
9% from 1954. This is three times 
the rate of increase which econo- 
mists consider ‘normal.’ While it 
could be absorbed in 1955 because 
the economy started the year at 
somewhat depressed levels, there is 


gross 


Continued on page 60 





What's the 
The “horizontal” book beats 


Significance 3 out of 4 top “verticals” 
of th ra The readership study: 


Conducted by a nationally-recognized manufac- 

turer* of electrical insulation materials among his 

own customers and prospects as compiled by the 

SU rvey sales staff. Purpose? To discover which publica- 
The survey results: 


tions the readers themselves considered important 
a % alee t= | C i in their work in this completely “vertical” market. 
Of al! the publications named, only five received 
EN CS | N maimed N & 40 or more mentions, The results were tabulated 
by the manufacturer as follows: 
Publication Total Mentions 
d id Nn "t Electrical Design Book “A” 81 
ELECTRICAL ENGINEERING 60 


Electrical Design Book “‘B”’ 47 
Electrical Design Book ““C’’ 44 


“Wi Nn ” i’, Electrical Design Book “D’’ Pe 





The significance: 


Of these top five publications, all but ELECTRICAL 
ENGINEERING are so-called ‘vertical’ books, 
edited for specific fields. Only ELECTRICAL 
ENGINEERING is edited for and distributed 
throughout all the electrical industries from man- 
ufacturing and communications to utilities, petro- 


ELECTRICAL : leum and metalworking. 


ENGINEERING An analysis of the 60 ELECTRICAL ENGI- 
NEERING mentions proves the dominance of its 
design readership: 


Administration 1 Maintenance 1 
Production 10 Purchasing 1 
Product Design 45 Sales 2 


And ELECTRICAL ENGINEERING delivers 
this design audience at low cost: 


Cost per 
Publication Total Mentions Mention 
Electrical Design Book “A” 81 $ 5.19 
ELECTRICAL ENGINEERING 60 5.83 
Electrical Design Book ‘‘B’ 47 10.00 
Electrical Design Book “‘C’’ ad 10.90 
Electrical Design Book ‘‘D’’ 43 12.09 


Your ELECTRICAL ENGINEERING represen- 
tative will be glad to show you all the details of 
this study. Why not call him today? 


*Name on request 


Engineers are educated to specify and buy! 


FE i. E “dees @ R | C. a PUBLISHED EXCLUSIVELY 
A FOR ELECTRICAL ENGINEERS 
BY THE AMERICAN INSTITUTE 


aa N CF | N oa wl RR | N o OF ELECTRICAL ENGINEERS 


500 FIFTH AVENUE * NEW YORK 36, N. Y. 
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[-—*“Extremely valuable. . .” 


HOW MANY DOLLARS 
for ADVERTISING 


ALBERT WESLEY FREY 

The Amos Tuck School of Business 
Administration, Dartmouth College 
THIS READABLE BOOK by a top 
authority explains the new marketing- 
program method for setting the ad- 
vertising appropriation. Shows how to 
eliminate costly guesswork and waste 
effort by determining the advertising 
budget after scientific analysis of a 
company’s marketing program as a 
whole. Insures use of advertising in 
proper proportion to publicity, per- 
sonal selling, other vital marketing 
mechanisms. Based on a national sur- 
vey of leading advertisers and trade 
associations. Illus. $4.50 


*MARION HARPER, Jr., President, 
McCann-Erickson, Inc. 


How to Build 
PROFIT VALUE in 
YOUR SALES DOLLARS 


JOHN D. CORRIGAN, Managing  Di- 
rector, The Executives Institute 

A COMPLETE PROGRAM for sales 
managers and company heads who 
want to boost sales, improve profits, 
and cut costs. Shows how to improve 
performance at each management level 
for better profits; how to use the 
profit-power formula to test pricing 
methods and selling policy; explains 
the “break-even point” technique to 
find new selling opportunities. “Ex- 
cellent!” — FEN K. DOSCHER, 
Vice-Pres., Lily-Tulip Cup Corp, 17 
ills., 242 pp. $3.95 


Marketing and 
Distribution Research 


LYNDON O. BROWN, Vice-Pres., 
Dancer-Fitzgerald-Sample, Inc. 

BASED ON the findings and ex- 
periences of leading American cor- 
porations, this completely up-to-date 
guide demonstrates how research can 
improve the efficiency of marketing 
operations and reduce distribution 
costs. Shows how to determine prod- 
uct’s maximum appeal, usefulness; 
package to best advantage; price for 
highest profit; evaluate advertising, 
sales efforts, etc. “New ideas and 
fresh avenues of approach”’ — MAR- 
KETING. 3rd Ed. 75 ills., tables; 561 
pp. $6.75. 


--USE COUPON TO ORDER 
: Please send books checked: 
] How Many Dollars 
for Advertising, Frey 
How to Build Profit Valve in 
Your Sales Dollars, Corrigan . . 
|] Marketing and 
Distribution Research, Brown 




















. -$6.75 
Check Enclosed [] 


THE RONALD PRESS COMPANY 
15 East 26th St... New York 10 
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WASHINGTON .. 


continued from p. 58 


no slack for that kind of a gain 
again this year.” 

Government economists generally 
agree the recent upturn in indus- 
trial expansion expenditures makes 
sense. With population growing at a 
rate of 2,500,000 yearly, the poten- 
tial consumer market is growing. 
Moreover consumer buying power 
has continued to grow, too, so it can 
support a larger economy. 

Planned expenditures for new 
plant and equipment have now com- 
pletely recovered from the post- 
Korea retrenchment, with first 
quarter 1956 expenditures slated to 
be at a peak rate of $31.5 billion. 
Percentagewise, the biggest  in- 
creases are by railroads and con- 
sumer durables manufacturers. But 
there are also substantial increases 
by commercial companies, public 
utilities, mining and nonrail trans- 
portation, as competitive-minded 
business men go about the job of 
remaking our industrial system to 
suit our growing needs. 


Soviets bum customers .. Re- 
ports that over 100 British industrial 
companies are actively seeking Rus- 
sian business, even to the extent of 
advertising periodicals, 
make little impression on U.S. offi- 
cials. 

Even before the most 
Soviet about-face at the second 
Geneva conference, Commerce De- 


in Soviet 


recent 


partment officials were cautioning 
U.S. business men who wondered 
about the Soviet market. 

While our government has rela- 
tively few restrictions on anyone 
who wishes to do business with the 
Russians, Assistant Secretary of 
Commerce Harold C. McClellan 
(former president of the NAM) 
warns that business men who deal 
with the Russians face a multitude 
of restrictive practices by Soviet 
bloc authorities. 


“Moreover,” he says, “the Soviets 
tend to be one-time buyers. “They 
may show a willingness to place a 
large order which may require ex- 
pansion of an industry. But, when 
the next buying season rolls around, 
there is no new order.” 

If that isn’t enough, Mr. McClellan 
cautions that the Soviets refuse to 
recognize the patent rights of west- 
ern manufacturers. “In many cases 
the bloc seems interested only in 
obtaining prototypes—foreign ma- 
chines and technical equipment to 
be copied,” he says. 


News blackout eases . . Violent, 
unexplained backing and filling by 
the Defense Department’s top com- 
mand on the release of information 
about new weapons takes on more 
significance now that it has been 
revealed that the lion’s share of the 
equipment portion of the $35.2 bil- 
lion 1957 defense budget will go for 
aircraft, guided missiles and other 
restricted weapons. 

On more than one occasion infor- 
mation crackdowns have prevented 
defense contractors from providing 
even modest information about their 
activities to their customers and the 
public. 

At one time, the Pentagon wanted 
to release only the facts which ad- 
vanced its ends. Recently, verbal 
instructions were circulated that se- 
curity officers should refuse to clear 
any information about new weapons 
until they were in use for a year. 

Manufacturers who sensed the fu- 
tility and danger of such a broad 
order, were glad when the Penta- 
gon news corps went to bat against 
it. As soon as newsmen began hunt- 
ing for the source of this uncon- 
ventional instruction, there was a 
hasty retreat. New and considerably 
more realistic orders were issued. ® 


@ For another report from Washing- 
ton, see ‘‘The Secretary of Commerce 
Forecasts,"’ an exclusive IM article 
beginning on page 72. 





- SAE journal 


is read by 


[ OP Manufacturing Men. . . 


. . - one of them is Del S. Harder, 
Executive Vice-President, Basic Manufacturing Divisions, Ford Motor Co. 


Harder has run Ford manufacturing since the year 1946. It was then Henry Ford || reorganized Ford 
into a dynamic new company, with men like Harder who helped head it straight back upward. 


Harder has made a brilliant mark in a billion-dollar industry. His introduction of automation into 
pressed-steel and engine work was an outstanding contribution. Like other top manufacturing men, 
Harder gets ideas from SAE Journal—and he helps to make the new ideas SAE Journal reports. 


In automobile and truck companies, in plants that make airplanes, aircraft powerplants, diesel engines, 
road machinery, farm machinery, parts, and accessories—everywhere that top manufacturing men are 
getting ideas and making decisions—SAE Journal readers are likely to be a majority of those who sit at 
or near the head of the table. 


Keeping pace with a fast-moving industry, SAE Journal has become an authoritative voice in the field 
of manufacturing and production. 


PUBLISHED BY SOCIETY OF AUTOMOTIVE ENGINEERS, INC., 29 WEST 39 STREET, NEW YORK 18, NEW YORK 
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The world’s largest audience of 
engineers who specify and buy 


Advertisers and agencies have discovered that it pays to examine 
publishers’ claims of broad engineering coverage critically. 

It pays because the engineer exerts such a strong specifying and 
buying influence in almost every industrial market. 


But here’s one fact that can’t be twisted or minimized. 


More than 160,000 engineers read their Engineering Society 
magazine. The reason is basic. 


Engineering Society magazines are written by and edited 
exclusively for engineers in specific fields. And they are 
circulated entirely to engineers. 


When you advertise in these Engineering Society publications, 
you communicate directly with the world’s largest and 
most concentrated engineering audience. 


Dollar for dollar, Engincering Society magazines 


deliver more specifying and buying engineers than any other publications. 


MECHAD — Al CIVIL CHEMICAL ELECTRICAL 


CATAL ENGINEERING: | (=== ] ENGINEERING ENGINEERING 
ae y PROCESS a 
4 Aen sits of A ite of 


f Civil Engi 





40,000 Mechanical Engineers (at) 


read MECHANICAL ENGINEERING regularly every month— 
plus 9,000 undergraduates nearing their Bachelor’s degree. 


B9,000 Civil Engineers (i) 
read CIVIL ENGINEERING regularly every month— 
averaging over 3 hours per copy per engineer. 


19,000 Chemical Engineers (at) 
read CHEMICAL ENGINEERING PROGRESS regularly every month 
—with the greatest advertising growth in the field. 


$5,000 Electrical Engineers 


read ELECTRICAL ENGINEERING peng every month 
by far the largest circulation in this field. 


10,000 Mining Engineers @) 
read MINING ENGINEERING regularly every month— 
blanketing the metallic, non-metallic and coal mining industries. 


7,000 Metallurgical Engineers 


read JOURNAL OF METALS regularly every month— 
deeply penetrating the metals industries. 


15,000 Mechanical Engineers 


consult MECHANICAL CATALOG an average of 40 times a year 
before making buying decisions—also used by 105,000 others. 


Engineers are educated 
to specify and buy! 


MINING JOURNAL OF In every industry, the men in responsible charge 

ENGINEERING METALS of design, construction, development, production, 

> agp eRe sehen i ai control, installation and operation are professionally 

in: ! n trained engineers. In function, they are also 
responsible for specifying and buying. Whatever 
their title, they are the men who motivate purchases. 
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Design is basically an engineering function. Because 
most industries are fundamentally mechanical, process and 
product designers are therefore largely mechanical engi- 
neers. These men dominate the specification and purchase 
of equipment to be used in their products and plants. 


In addition to the 102 mechanical engineers at M. W. 
Kellogg, over 40,000 more read MECHANICAL ENGI- 
NEERING regularly, every month. Why? Simply because 
they depend on it as their primary source for the first and 
authoritative source of technical news and information. 


Without waste circulation, MECHANICAL ENGINEER- 
ING puts your sales story before this, the world’s largest 
audience of mechanical engineers—over 40,000 men who 
design or develop, produce, install, control and operate 
equipment. Mechanical engineers keep your sales moving — 
and MECHANICAL ENGINEERING motivates mechan- 
ical engineers. 


To 40,000 mechanical engineers, ME is their 
magazine... published by their Society, and 
edited solely to serve their needs. 


Engineers are educated to specify and buy 
Mechanical Engineering 


Published by 
THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 


29 West 39th St., New York 18, N. Y. 
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= Backlogs, rising sales and bigger 
budgets for industrial advertising 
are the order of the day. 

These are the things forecast for 
1956 by some 500 representative in- 
dustrial advertisers, agencies and 
business publications in INDUSTRIAL 
MARKETING’S annual survey to find 
out what’s expected. 

The overwhelming preponderance 
of opinion that sales and ad budgets 
will be up is shown graphically in 
the charts on the two pages that 
follow. For instance, of more than 
250 industrial advertising managers 
and sales managers who replied to 
IM’s questionnaire, 84% said sales 
of their companies would rise, and 
nearly 16% said sales would remain 
level. Only one lone advertising 
manager, whose company makes 
electrical porcelain insulators, ex- 
pected sales to drop—by 15%. The 
average sales rise expected: 19%. 

Of the same group, 71% expected 
ad budgets to rise, 26% expected no 
change, and 3% saw less for ad- 
vertising. Among those foreseeing 
an increase, the average boost ex- 
pected was 12.7%. 

Of 232 advertisers replying to a 
question about backlogs, 203 said 
they had backlogs and 29 said they 





had none. Two companies had back- 
logs of two years, and the average 
was 2.8 months. 

One question asked was: what 
percentage of your 1955 sales will 
your company spend for advertising 
(including sales promotion 
rials and catalogs) in 1956? Among 
289 advertising managers and sales 
managers replying, the average 
spent on advertising was 2.29% of 
sales. This was the mean average. 
The median average was a flat 2%, 
same as reported in a similar sur- 
vey last year. 

The mean average reported in 
other annual IM surveys was 3.1% 
in 1955, 2.25% in 1954, 2.28% in 
1953, 2.16% in 1952, 2.04% in 1949. 
publications take the 


mate- 


Business 


BOOM YEAR 
FOR 
INDUSTRY 


biggest bite out of the 
budget—40% of total advertising ex- 
penditures—according to 221 adver- 
tisers replying to a question on 
budget allocation. The complete re- 


average 


turns on average budget allocation 
are shown in the chart below. 
Somewhat less than half of the 
“task 
force” method of setting the budget 
—that is, 
jectives and then figuring how much 
will be needed to do the job. Of 236 
replies on this question, 92 used 


advertisers use the ideal 


deciding the sales ob- 


“task force,’ 72 set budgets on the 
basis of a per-cent-of-sales figure, 
56 used a combination of these two 
methods, 14 used no set standard. 

Asked if they were ahead or be- 


How industrial advertisers allocate their budgets 





WHERE MONEY WILL GO IN ‘56 


Business publications 

Direct mail 

Product literature 

Consumer media (magazines, radio, TV, etc.) 
Exhibits and shows 

Publicity 

Point-of-sale (dealer) displays 

Films 

Market research 

Other 


MEAN AVERAGE MEDIAN AVERAGE 


40.0% 

14.8 

19.3 
6.4 
5.8 
2.9 
1.6 
1.1 
1,3 
6.8 
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hind last year’s schedule in prepar- 
ing and approving the budget, 237 
advertisers replied as _ follows: 
ahead, 74; behind, 40; even, 123. 

The following tabulation shows 
the individual appropriations of 289 
companies, listed in terms of per 
cent of sales. Each listing is for a 
separate company. Each company is 
listed by type of product manu- 
factured. 


Automotive Supplies 
and Equipment 


Product 
tive service t 
Jers, machine to 
maintenance equipment 
tric brakes, clutches, controls 
Automotive equipment 
Aviation 
Airplanes, aircraft ac 
engines 
Fabricated metal 
components) 
Aircraft and missile instruments 


and test equipment 


Air Conditioning, Refrigeration 
and Heating 
Electric heating equipment 
Heating equipment 
Heating, ventilating, air conditi 
Heating equipment 
Gas heat — wall, forced air and 
floor furnaces 
Plumbing, heating, air conditioning 
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Is, Coatings, Plastics 


Construction and Road- 
building Equipment 


1.55 


1.00 
2.00 
floating equip- 
heavy materials handling 0.60 
dbuilding, 


1.50 


Electrical Machinery, Products 
Electrical connectors and switchgear 
for industry 
] cal wiring, industrial lighting 
roducts, air diffusers . 1.50 
ion electro-mechanical compo- 
M. ... 2.50 
wiring equipment . 1.50 
fixtures 


ittings, explosion-proof 





squipment, floodlights, 

traffic signals, controls 
Lightning arresters and heavy duty 

third rail electrification systems 1.7! Equipment for Special 
Portable electric tools i Industries 
Power line equipment Textile machinery 
Electrical components 00 Packaging machinery 
Electric switchgear Heavy mac 
Electric wires and cables and allied 
Electrical distribution systems Industrial 


} ] 
Justria 


Transformers 3 etait 

Electrical porcelain insulators i upermarket ipment: shoppin Industrial Rubber 
carts, hand ey re ee } — 

Electronic, Communications Small street 

Equipment ance pment, 


c y rut y 


Electric components 
Semiconductor devices, electronic 


components ; Fasteners § p , bs 
Electrical components for the Socket screws 2.00 Institutional, Office Supplies 
electronics industry .90 Fastening devices sa Pees: SPE 
Electronics, central sound systems, Spring lock washers, snap 


sound slide projection : screw and bolt assemblies 


} 


Communication equipment, antennas clamp, cold f od steel 


and allied products 
Broadcast communications equipment, 
transistors, closed-circuit TV 
Fixed porcelain capacito Fasteners and 


Electronic equipment equipment 


Engines and Motors Hydraulic Equipment, Pumps 

Internal combustion engines: gas, Duskoing end. eewade. treckment 
gasoline, diesel i 

Small industrial engines 

Electric motors and drives 

Fractional horsepower electric 
motors 

Electrical motors 

Electrical motors and transformers Industrial Heating 

Electric motors, generators, drives 1. and Air Conditioning 


Diesel engines 1.2 Industrial heating and cc 





Instruments, Controls, Gages 
Laboratory Equipment 
Industrial wire cloth 
rainers 
d and 


ment and supplies 


Instruments 


and 


Wire cloth, metallic filter cloth, fab- 


ricated process equipment 


fabricated 


chemical processing equlp- 


Machinery and process equipment 


instrument 


inaustridi, 


D + } steel + 
Pneumatic equipmen 


Metalworking machinery 


nvey 
Electronic instruments 
Scientific instruments 
J equipment 
otentiometers ; 
machinery 
vy chemical and 


ing equipment 


instruments 


Indicating 
liquid level, temperature 


instruments 2 Machine tools, small tools, instr rbon alloy and stainle 


jiameter metal t 


st equipment 
instruments 


tical products 


Machinery and equipment, 
general 


engine 


Ball bearing 


Packaging, Containers 


equipment 


e-t ina i xes ana oI 
Safety Equipment 
Safety equi; 
1) Industrial work 

cable 

. Shoes, gloves 

cessory mechanisms 

Miscellaneous 


m7 ner Lif L 7 . Lubricants 


compressors 
Industrial ste 
T ~-k-troilere 
ment Truck-trailers 


Turnstiles, fare c lnnoe 


" ] ate prear an iC inat ment 


istom stampings engines 


undry products 
Materials Handling Equipment 
Industrial tru 
Powered lift trucks, overhead m 


nance machines 


Printing, Lithographic and 
Photographic Equipment 


industr 


Raw Materials, Metal Products 


Ss 


refrigerating 


metallurgical 


1.60 


s steels 0. 


mag 


magnesium 


Materials handlin 
veyor 
Materials handlir 


Materials handlin 


and | 


Hoists, cranes 
Fork lift trucks 


equipment 
machines 
ll bearings 
equipment 
g equipment 
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Agency forecast 


Budgets up 10% in ‘'56.. 
hard sell gets harder 


= Pessimists among advertising 
agency men and their industrial 
clients are almost as scarce this year 
as Communists in the NAM. 

IM asked 141 agency heads wheth- 
er their industrial clients’ ad budg- 
ets would be increased for 1956 and 
whether those clients expected an 
increase or a drop in sales during 
the year. 

Out of the 141, 121 said budgets 
were up for the year (increases 
ranged from 5% to 100%; median 
average increase was 10%, mean 
average 13.5%). Only one said his 
clients’ budgets were down (de- 
crease was 7%), and 19 said budgets 
were at the same level as last year. 


Qualified optimism . . When it 
comes to sales, things indeed look 
rosy, according to the agencymen. 
Clients of 125 of the agencies expect 
sales to rise during 1956, only one 
expected a downward sales trend 
and 10 expect sales to remain level. 
Five didn’t answer the question. 

Some of this optimism was qual- 
ified, however, by such comments 
as “steady to upward,” “small ac- 
counts have big doubts,” “hoping for 
upward sales trend, expecting same 
level, planning to avoid downward.” 

Some agencymen also said their 
clients feared possible shortages of 
such materials as steel, aluminum 
and glass might hold sales down. 
One predicted an upward sales trend 
“unless steel clobbers the picture 
again.” 

These other trends were uncov- 
ered by other questions in the sur- 
vey: 
>» The “hard sell” is here to stay for 
at least another year. 
> There is a trend toward concen- 
tration in fewer publications. 
> Use of larger space ads is increas- 
ing. 


> More color is being used. 
> The practice of repeating ads is 
being adopted by more advertisers. 
Regarding the “hard sell,” many 
of the agencymen said their ads and 
their clients’ other marketing efforts 
already were selling hard and had 
been for some time. 


Copy trends . . Others cited these 


results of the hard sell trend: more 
direct mail, increased merchandis- 
ing, ads that ask for the order, more 
product and market research, more 
clients demanding inquiries, new ap- 
proaches and ideas and closer inte- 
gration of all marketing elements 
advertising, sales promotion, sales 
training, industrial shows and pub- 
licity. 

Most of the agencymen also said 
there would be marked changes in 
copy approaches this year. The most 
often mentioned change was toward 
hard selling copy. 

Other copy changes 
toward more case histories, 


mentioned 
were: 
less institutional copy, toward more 
“human” copy and better art, larger 
illustrations, specific and factual 
copy, shorter and punchier copy. 
One described the copy changes 
simply: “Sell, sell, sell.” 3 





How 1956 looks to me. . 


Peak activity evident 
in basic industries 


By David F. Beard Chairman of the B 


DR 


and General Director of Advertising, Reynolds Metals 


= I make no claim to being an 
economist. My outlook is based on 
what I read in the papers (and in 
business publications). For that rea- 
son, my opinion is only a reflection 
of the conclusions of most economic 
analysts — 1956 looks like another 
banner year. 

As usually happens, there will be 
soft spots, but for the most part, 
consumer hunger for new products 
is still far from satisfied. Equally 
important, consumer buying power 
is greater than ever before. 

A still tense international picture 
obviously means continued heavy 
military equipment requirements. 

Strong industrial activity is indi- 
cated by forecasts of the company 
for which I work, Reynolds Metals, 
and the aluminum industry as a 
whole. Since aluminum jis a basic 
manufacturing material, the demand 
for it should be a pretty good 
barometer of the general industrial 


attitude. First aluminum 
schedules were filled in November, 
continually 


aluminum supply. At the same time, 


quarter 


despite a increasing 


second quarter schedules’ were 
rapidly filling up. I understand that 
other basic materials, like steel and 
copper, are in the same position. 
With these major segments of our 
supply and demand picture all show- 
ing continued peak activity, the in- 
dications seem very clear. I look 
forward to bigger industrial sales 
in 1956. At the same time I antic- 
ipate an even stronger demand for 
improved materials, processes and 
equipment so consumer appetites 
for better things at lower cost can 
continue at a high level. To keep 
tech- 
anticipate 


manufacturers informed on 


nological advances, I 
larger investments in industrial ad- 
vertising to keep pace with the 


increased tempo of our over-all 


economy. * 
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Almost unanimous 


Business papers agree 
on sales, ad increase 


s “We have experienced a marked 
increase in advertising the past few 
years. From every indication this 
should continue.” 

So said one of the 47 business 
publication advertising sales man- 
agers who took part in an IM sur- 
vey. 

Nearly all of the rest agreed. A 
total of 40 said their advertising 
volume would be up for 1956. Pre- 


dicted increases ranged from 2% to 
25% higher 1955; median 
average increase was 10%, mean 
Six said ad volume 


than 


average 9.86%. 
would be about the same, and one 
didn’t answer. 

Industrial sales will be up, too, 
according to the advertising sales 
managers, who based their predic- 
tions on reports from their adver- 


tisers. 





How 1956 lookstome. . 


Advertising will grow 
-- integration is key 


By Henry G. Little Chairman 
ind President & Chairman of the B 


x 


= With the most prosperous year 
in our history just behind us, it is 
hard to look ahead with anything 
but optimism. The year 1956 may see 
our Gross National Product topping 
the $400 billion mark for the first 
time. 

Setting the pace for this growing 
economy, it seems obvious that in- 
dustrial selling and advertising will 
prosper. But I believe there are fac- 
tors in our growth that will make 
industrial selling and advertising 
even more necessary. 

Capital goods outlays a basic 
factor in the health of our economy 

- currently at a record $40 billion 
level, are expected to rise another 
6% next year. Business men are 
planning to spend record amounts 
on new plants, new machines and 
new equipment in 1956. A joint re- 
port issued by the Commerce De- 
partment and the Securities & Ex- 
change Commission says the spend- 
ing should hit a record high for the 
first three months. If the same level 
is maintained, the report predicts 
that business will spend $31.5 bil- 
lion for new production facilities 
next year. The steel, chemical, auto 
and utility businesses are investing 
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Advertising 


huge sums in expansion. 

Tremendous new industries are 
springing up — ones that we never 
heard of a few years ago: atomic 
energy and electronics, for example, 
with their wide range of industrial 
applications, and automation that 
may revolutionize our manufactur- 
ing processes. 

The impact of this further ex- 
pansion — of new highs in produc- 
tivity, employment, spending power, 
and standards of living — can 
change our entire world. 

But these things won’t happen 
automatically. And I think we should 
keep this in mind: that with few 
exceptions, no business in existence 
today can continue to prosper if it 
is conducted in the future as it has 
been in the past. New blueprints are 


needed. 


Because of expanding markets and 
increased competition, I believe that 
business men will have to rely more 
than ever before on advertising as 
the multiple salesman. We must 
strive for better integration of sales 
and advertising, adopting an over- 
all marketing approach to increased 
sales volume. * 


Thirty-eight of the ad sales man- 
agers said their advertisers foresee 
an upward sales trend this year, six 
said sales would remain at the same 
level as 1955 and three didn’t an- 
swer. Nene saw a downward trend. 


Other trends . . Here is a break- 
down of the advertising sales man- 
agers’ reports on other survey ques- 
tions: 

e Twenty-five said more color ads 
will be used this year, two said the 
trend was away from color and 18 
saw no trend either way. 

® Thirty-three reported a trend to- 
ward more big space ads (some re- 
porting increasing use of multiple- 
page units), none reported more 
use of small space and 13 saw no 
trend. 

e Twenty-six said advertisers were 
concentrating in fewer publications. 
They gave such reasons as rate in- 
elimination of weak 
publications. Five said their adver- 
tisers will be using more publica- 


creases and 


tions, and 14 saw no trend either 
toward use of more or fewer pub- 
lications. 

e Thirty-one said their advertisers 
felt a need for harder selling. This 
resulted, they said, in harder sell- 
ing, less institutional advertising 
and in increased merchandising of 
advertising. Ten said they noted no 
trend toward harder selling. 

e Twenty-one reported a trend to- 
ward more repetition of ads, but 26 
saw no such trend. 

e Twenty-one said they saw 
marked changes in copy approaches. 
Those changes included such things 
as more case history and editorial 
style ads, more specific copy keyed 
to the market, less “bragging” and 
more information. Twenty-two said 
they saw no marked copy changes. 
e Twenty said their 
were ahead of last year in setting 
their. budgets; 11 said the adver- 
behind, and 15. said 
budget-setting was going ahead at 
about the same pace as last year. 
All but two of the ad sales man- 
agers said their advertisers set their 
budgets on a yearly basis, rather 
than month-to-month. Thirteen 
said they saw a trend toward long 
term budgeting; two said there was 
a trend toward short term budgets, 
and 32 saw no trend either way. & 


advertisers 


tisers were 





How 1956 lookstome. . 


10 reasons to feel good 
about marketing outlook 


By Rufus Choate Chairman of the Board* Nation 


Scott-Choate Publications, Tarrytown, N. Y. 


= In the months ahead... 

e Employment will stay above 65,- 
000,000, with thriving business 
everywhere assuring jobs for just 
about everyone. 

e Business prospects look rosy; or- 
ders keep pouring in, with manu- 
facturers straining to meet demands; 
retailers never had it so good; all 
signs indicate continuation of pros- 
perity. 

@ Some prices will go up, some 
will come down; some kind of re- 
adjustment is anticipated, but it 
won't be critical; after that, busi- 
ness can look ahead to another 
period of boom and growth. 

e Production, with the increased 
use of automation, will rise to al- 
most unbelievable heights. 

e Revolution in foods coming, with 
irradiation replacing frozen foods 


and with little or no refrigeration. 
e New homes will approximate 1,- 
200,000. 

e Magazines will continue to shift 
their emphasis from entertainment 
to advice and _ instruction; 
papers will be bigger, but fewer. 


news- 


e Atomic power could be the source 
of energy for the lights and power 
for Pittsburgh by late 1956. 

e Investments now being made by 
American business will broaden and 
strengthen the 
base — meaning more confidence; 
more and better jobs. 


whole economic 


e Research will be greatly expand- 
ed; advertising and promotion will 
scale new heights; business publish- 
ing will add immeasurably to its al- 
ready imperative service as the ma- 
jor channel of business communi- 
cation. 





How 1956 looks to me. . 


Accent on readership, 
effectiveness in ‘56 


By William K. Beard, Jr. President * 


= Our favorite industry statisti- 
cian, the resourceful Angelo Vene- 
zian, uncorked a figure in his De- 
cember IM story that is breath- 
taking in its many-sided implica- 
tions: Industrial advertising, he 


pronounced, will reach towards a 
$1 billion investment in 1956. That’s 
something we should all ponder 
long and thoughtfully. 

Business papers represent better 
than a third of this healthy pie. The 





figure for 56 is $430,000,000 (pro- 
duction costs included). That is a 
climb from $390,000,000 in ’55, so the 
persistent and significant growth of 
business paper 
keeps up. Conscientious publishers 


space investment 


are observing this upward trend 
with more than 
bustling cash register 


rejoicing over a 
they real- 
ize it brings increased responsi- 
bilities and demands. The business 
press must earn this greater and 
greater volume of business, or face 
the penalties of swiftly moving 
competitive influences. There is, I 
believe, heartening evidence that 
business papers, by and large, are 
aware of this circumstance and are 
behaving accordingly. 

Here are a few observations that 
get beyond the figures: 
>» More publishers will make avail- 
able more (and better) demonstra- 
tions. of readability and readership, 
and evidence of advertising effec- 
tiveness. This, I believe, is a definite 
trend. 
>» Impact 
multi-pagers and special effect in- 


advertising will grow; 
serts will be used by more adver- 
tisers, with increased effectiveness. 
» The 


paper programs will accelerate, a 


merchandising of business 


function and responsibility which 
more publishers will share. 

» The rate trend will continue up- 
ward, as business papers struggle 
stubbornly to keep costs, growth 
and reasonable profits in decent 
balance. But the advertising dollar 
will still go furthest in business 
papers. (Compared with other 
media on a cost per M and reader 
buying-power basis.) 

>» Competition between media and 
between publishing ideologies (paid 
and free and what not) will proceed 
apace. And I rise to repeat a con- 
viction I have advanced many times 
— that this competition is healthy 
and fruitful. It is stimulating con- 
stant and tangible improvements in 
business papers all along the line. 
That should make advertisers 
happy, they get 
advertise in. 


better papers to 


>» One more repeat: it’s a busy and 
exciting and challenging time for in- 
dustrial advertisers and their busi- 
ness press. Fun being around, isn’t 
it? 3 
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exclusive 





Secretary 


of 


Commerce 


forecasts 


® Construction will hit a record . . $44 billion in '56 


® Spending for new plant, equipment to rise 12% in first quarter 


By the Honorable Sinclair Weeks 


= Today the American people are 
earning more, investing more, pro- 
ducing more, building more, buying 
more, and enjoying more of the 
good things of life than at any pre- 
vious time. 

Spreading and growing stronger 
every day is a prosperity never 
equalled on earth. 

A prosperity that does not depend 
on excessive government spending— 

A prosperity that does not rely 
on the dangerous dope needle of in- 
flation 

A prosperity that does not result 
from the wreckage, suffering and 
heartache of war. 

Business never was better. Work- 
ers never had it so good. What op- 
portunities for advertising! 


GNP going up. . The dollar value 
of the nation’s total output of goods 
and services—which we call the 
national 
rising through the year and has now 


gross product—has been 


reached an all-time record sum- 
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© Durables to see biggest first quarter yet 


mit. In figures this means that the 
gross national product in the third 
quarter was at an annual rate of 
$391.5 billion—$32 billion above the 
same period of 1954. And it is still 
climbing. 

All this and peace, too. 

I have no crystal ball. But, as 
Secretary of Commerce, I do have 
access to an abundance of facts— 
collected by experts in and out of 
from which to draw 
about the 


government 
reasonable conclusions 
future. 

For the first six months, at least, 
I am confident we'll move to a high- 
er plane of prosperity. For the bal- 
ance of the year, I’m optimistic. 

The technical consultants of the 
Business Advisory Council recently 
reported to me that they “believe 
pretty unanimously that 1956 will 
show a higher rate of activity than 
1955.” 


Hope for restraint . . Although 
our eyes are bright with optimism, 


we keep our feet on the ground. 
We are continually watching the 
quality of credit. I think business 
management has very definite re- 
sponsibilities with respect to the 
extension and character of con- 
sumer debt. Also, management will 
do well to watch pricing policies. I 
hope business men will exercise 
statesmanlike restraint in this re- 
spect. 

The Eisenhower Administration is 
positive-minded. We have never 
hesitated from using sound, indirect 
controls designed to halt excesses 
or to prop sags. In the past three 
years we have dealt effectively with 
those twin dangers: recession and 
inflation—and, if ever necessary, we 
shall do so again. 

But right now we have record 
prosperity and the prospect of good 
times. 

New construction for November 
was at a $41.6 billion annual rate, 
an increase of about 7% above the 
same month last year. Commerce 





Department experts estimate that 
the 1956 construction total will be 
at an annual rate of $44 billion, an 
increase of 5% above this year’s 
record total. 

One factor in the economy in 
particular pleases me: a_ recent 
Commerce-Securities & Exchange 
Commission survey of estimated 
capital expenditures for 1956. This 
survey indicates that new plant and 
equipment expenditures estimated 
for the first quarter of 1956 will be 
at the annual rate of 12% over the 
record year now closing. 


More spending . . To quote di- 
rectly from the report of the sur- 
vey: 

“As can be seen in the following 
table, the largest relative increases 
appear in the programs of railroads 
and manufacturers, particularly 
durable goods manufacturers. Mod- 
erate increases are shown in the 
scheduled outlays of commercial 
companies, public utilities, mining 
and nonrail transportation firms. 

“Per cent increase, first quarter 
1956 (at seasonally adjusted annual 
rates) over the average for 1955: 


“Manufacturing 18% 
Durable goods 25% 
Nondurable goods 12% 

Mining 3% 
Railroads 55% 
Other transportation 3% 
Public utilities 5% 
Commercial and other 5% 
Total 12%” 


Dollarwise, we find that “business 
plans to spend at a seasonably ad- 
justed annual rate of about $31.5 
billion in the first quarter of next 
year—as compared with $31 billion 
in the current quarter, and actual 
outlays of about $29.5 billion in the 
third quarter. 

“Except for primary metals, 
spending by all major durable-goods 
groups in the first quarter is ex- 
pected to exceed outlays in any 
previous first quarter. In a number 
of industries—transportation equip- 
ment, primary metals and _ stone, 
clay and glass—planned outlays in 
the first quarter of 1956 are either 
close to or greater than fourth 
quarter expenditures despite the 
usual sharp reduction in spending 
in the winter months. 


“Expenditures by producers of 
nondurable goods have also moved 
upward during the year but at a 
slower rate than in durable goods. 
The scheduled rate of outlays in 
the first quarter of 1956 is substan- 
tially above the first quarter 1955 
rate in the paper, chemicals, petro- 
leum and rubber industries, and a 
little higher in textiles and the food 
and beverages group.” 


We're confident . . Let me sum 
up: Confidence is high. Income is 


at an all-time high. The desire for 
a higher standard of living is keener 
than ever. Men and women are able 
and willing to plan, spend, borrow 
and work hard to earn the income 
for the kind of living they want. 
But there is no such thing as a 
guaranteed annual prosperity. Cur- 
rent prosperity to a large extent 
stems from the kind of government 
we have today. Future prosperity in 
a large measure will depend on the 
kind of government we have to- 
morrow. ae 





industrial export 
budgets up 10-20% 


= Industrial export advertising 
budgets will be up for 1956—some 
as much as 20% above last year 
an IM spot check of authorities in 
the field shows. 

All export advertising expendi- 
tures, including both industrial and 
consumer, will reach a record $352,- 
000,000 this year, according to one 
estimate (Oct. 8 Business Week). 
This would represent a 10% rise 
over the estimated  $320,000,000 
spent in 1955. 

How much of this is industrial 
was not known, but one interna- 
tional advertising agency head said: 

“Industrial clients’ ad budgets 
abroad for us are not increasing as 
much percentage-wise as consum- 
er, but they are going up.” 

He is Irwin Vladimir, president, 
Gotham-Vladimir Advertising, New 
York, which handles many indus- 
trial as well as consumer accounts. 
Mr. Vladimir said most 1956 budg- 
ets are showing increases of 10% 
to 20% 
higher. 

Another international agency 
head, Joseph Palmer, president, 
Foreign Advertising & Service Bu- 
reau, New York, thinks the 1956 
estimate of a 10% rise in export 
advertising is conservative. 

“We have 17 clients—mostly in- 
dustrial, some consumer—and Id 


over 1955 and a few are 


say their international advertising 


budgets for 1956 show increases 
closer to 20%,” he said. “This is a 


reflection of business generally.” 


Signs and results . . Paul Krum- 
ing, president, National Export Ad- 
vertising Service, New York, inter- 
national agency, said 1956 should be 
a good year for international selling 
these 


and advertising because of 


four signs: 
1. Increased purchasing 
throughout most of the world. 


power 


2. Introduction of many new and 
improved products for world mar- 


kets. 


3. Expansion of overseas sales and 


advertising forces, particularly in 


development of field men. 


4. Travelling plans of some top 
executives, “which is really an ex- 
tension of 1950 traveling, the year 


when it really got under way.” 


According to Mr. Kruming, those 
signs will bring these results: 


1. More distribution of 
American products, “a long-needed 


thorough 


link in international selling.” 


2. Increased advertising budgets 
(12% to 15% higher at his agency, 


Mr. Kruming said.) te 
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You can produce a beautiful cal- 
endar that doesn’t sell. Or you 
can put out one that sells but 


finds more wastebaskets than 


walls. Here is Worthington’s 


1956 calendar, which solves the 
dilemma nicely. 


By F. Barry Koss M 


Wortnington Tk narris 

We're all pretty much used to com- 
mercials. We write ’em, we sell ’em, 
we're exposed to ’em, in magazines, 
newspapers, radio, TV, trade shows, 
exhibits and on and on and on! And 
we know there are good and bad 
commercials. We don’t have to read 
"em; we don’t have to see ’em; and 
thank goodness we have the free- 
dom of turning them off if we want 
to! But — 
good 


there are some dog-gone 
commercials that we don’t 
want to turn off! They are the ones 


that tell a story of mutual interest! 


How to make a photo 


calendar 
art are no exception. Deciding be- 
tween the interior product-installa- 
tion picture and the type of scenic 
which is not only beautiful to look 


The “commercials” in 


at but also tells a result story, is a 
question’ of judgment. Currently we 
are using a healthy mixture of ex- 
teriors and interiors — but all with 
a related industrial tone. 


Art vs. photos . . A good, story- 
telling photograph, we believe, has 
more punch than the painted illus- 
tration. Certainly believ- 
ability. 

Where a large diversified corpo- 


more 


ration has many, many product di- 
visions to work into a scant 12 
months, a painting may be the 
answer. Where a company can just 
about squeeze its diversified story 
into the 12 months, as in Worthing- 
ton’s case, competition between the 
divisions becomes keener — more 
people are on the alert for good 
material, resulting in better quality. 
We use bona fide color photographs, 
without retouching or embellishing. 

Early in our’ experience, we 
learned to clearly specify what we 
needed in a photograph. Hence the 


development of the “Specification 
Sheet for Worthington Calendar 
Photographs” which we turn over 
to the photographer. 

Photographic excellence is a must. 
You can’t retouch a color trans- 
parency. In the case of interiors, 
floors should be as clean as possible, 
pipes lagged, entire job clean and 
well painted; colorful, but not gar- 
ish. Sometimes we've gone as far 
as asking a user to paint the job 
in certain colors! Getting a person 
in the picture is also a must. This 
is usually a workman going about 
his regular job. 


Reproduction counts . . Quality 
reproduction is a most vital factor. 
We choose our calendar manufac- 
turer first on the basis of quality, 
and then consider the price. Brown 
& Bigelow, St. Paul, Minn., produces 
the Worthington calendar. 

The calendar manufacturer, we 
well recognize, holds the final card 
spelling success. He must have the 
know-how, the facilities, and the 
experienced personnel to make up 
the quality that gives impact. We 
must have utmost confidence in him 
as a specialist in his field. We can 








calendar that customers 


no more tell him how to do his job 
than we can tell our trusted lawyer 
how to do his. 

A few pertinent questions to con- 

sider in choosing a calendar man- 
ufacturer: 
1. Inspect his facilities and equip- 
ment. Satisfy yourself that he has 
the ability to engineer and produce 
the job you need. 


2. Consider his personnel and their 
ability to: 
@ understand what you need. 
® act as an advisor and counsel- 
lor to you. 
e render that last bit of “service 
beyond the call of duty” when you 
need it. 


3. Consider his price, commensur- 
ate with current costs and compar- 
ative bids, and be willing to allow 
him a just and reasonable profit. 


4. Consider his distribution meth- 
ods and make sure he is qualified to 
supply proper packing and protec- 
tion; and if your job is going over- 
seas, that he is familiar with export- 
ing. 

Once you have satisfied yourself 
on these points, then work closely 


with him, and let him 
your picture story which he has the 
responsibility of reproducing. Re- 
member — he is on your side. 


interpret 


3 keys of distribution . . Without 
getting into a long dissertation on 
mailing lists, here are just three 
major points that might be helpful, 
in relating your list to calendar 
distribution: 


1. Be selective with an expensive 
calendar, to build up a demand 
gradually. 


2. Address them to a key individ- 
ual, and mark the label “personal”, 
if you must mail them. 


3. Where it is possible to have a 
company representative deliver the 
calendar in person, by all means 
do so. 


When INDUSTRIAL MARKETING 
pointed to the Worthington calendar 
in the January 1954 issue, as being 
unique in its class, we were indeed 
proud of the honorable mention. 
Even more gratifying, it indicated, 
beyond the avalanche of letters re- 
ceived each year, that our philoso- 
phy and technique are basically 


will use 


sound. Too, it helped whet our ap- 
petite to know more about what our 
market thought of our calendar. 

An occasional self-evaluation is 
a mighty healthy thing. Was our 
calendar divi- 


investment paying 


dends? Was the calendar meeting 
our objectives? An honest, point- 
blank survey seemed to be the right 
way to find out. So we asked. 

A simple letter and questionnaire 
was directed to 9,765 names on our 
calendar mailing list. The names did 
not include recipients who were 
handed a 
where a 
walked in and actually placed the 
wall. 


calendar in person, or 


company representative 
calendar on the customer’s 
We figured that a 5 or 6% expected 
response would have been a good 
average response to such a survey, 
and would give us a fair cross-sec- 
tion indication on the acceptance of 
our calendar. The majority of re- 
30-day 
days we 


sponses arrived within a 


period; and within 90 


Photo ‘commercials’ 





A specification sheet 
for calendar photos 


@ To help get good calendar photos, 
Worthington Corp. sends the following 
specification sheet to all division of- 
fices for distribution to free lance 
photographers, salesmen who could 
double as at photographers, etc.: 


Instructions . . 

Worthington calendar pictures must 
combine these elements: 

1, The industrial atmosphere, or a 
“scenic” related to industrial prod- 
uct interest. 

2. The pictorial element which makes 
the picture interesting through its im- 
pressiveness, as to the size of instal- 
lation, its spaci or the b 
of machines in the picture (for interior 
product installation views). 

3. The artistic element which makes it 
impressive from its photographic angle, 
point-of-view, or unusual composition. 
(This is where your ingenuity comes 
in.) 

4. The human interest element. Where 
possible, the picture should include a 
h — preferably a workman going 
about his job. (Definitely not posing 
before the camera and not looking at 
the camera). This is a must for interior 
machinery pictures. (A model release 
is necessary in this respect — form 
attached.) 

For interior machinery pictures, if 
possible, the Worthington nameplate 
should show clearly on at least one 
machine in the foreground. 


Physical specifications . . 

@ To be taken on 4x5” or larger film, 
unless special arrangements are made 
in advance with the Advertising De- 
partment, Harrison, N. J. 

@ To be taken on Ektachrome direct 
positive transparency film, preferably 
at night, to eliminate blue exterior light 
coming through windows. Otherwise, 
please use Ektachrome daylight film 
with blue flash or floods. The lighting 
should be as even as possible, unless 
you are striving for a dramatic effect, 
in which case emphasize the Worth- 
ington equipment. 

@ Please do not place a light too close 
to the human model. We do not wish 
to emphasize him — merely have him 
as an incidental part of the picture. 
@ Your transp y should be tech- 
nically periect for reproduction by 
lithography to 17 inches wide by 12 
inches deep. Its composition will, there- 
fore, be horizontal and all important 
elements must be contained in the 
composition to allow cropping to give 
us the 17x12” dimensions. 














76 / industrial Marketing 


chalked up better than a 40% re- 
sponse — a total of 4,002. 

The questions we asked, with the 
accurately tabulated answers, based 
on the number of replies received, 
are shown in Fig. 1. 

Exactly 249 comments were re- 
corded which indicated unusual or 
individual thinking. Many of these 
are amusing and are _ interesting 
reading. A few of these are quoted 
below: 

“I give away all calendars I re- 
ceive except yours.” 

“I consider it to be one of the 
best we receive principally because 
the pictures are excellent and por- 
tray subjects that are interesting 
to me.” 

“Use more outdoor scenes.” 

“Life is serious enough without 
business ads on the walls.” 

“Very interesting and good pho- 
tography. I liked it well enough to 


Question 


choose it for my office out of quite 
a number received.” 

“Prefer more exteriors of a deco- 
rative nature and less ‘boiler room’ 
closeups.” 

“Your calendar is one of the best 
and very much appreciated.” 

“Interiors are dull, matter of fact, 
commonplace.” 

“I think your calendar is good in 
shops, etc., but scenes are too com- 
mercial and lend no dignity to an 
office.” 

“Prefer nudes, but then I couldn’t 
hang it in the office.” 

“This is my favorite calendar. I 
give all others away.” 

“You have every reason to be 
proud of your calendar. Each year 
I receive a few good looking calen- 
dars and am pretty selective in the 
choice to adorn the walls of my 
office for a whole year. Need I tell 
you that your beautiful calendar 


Per Cent 


Did you receive your 1955 Worthington Calendar 16.8 


83.2 


Worthington Calendar is hanging in my office, or organization 77.9 


(Voluntarily wrote in “Took it Home”) 


Total actually hanging 


2.3 
80.2 


Our art pictures Worthington installations, or results of equipment at 


work, in various settings — interior and exterior. Do you consider 


such art attractive to you? 


Yes 72.3 
No 6.37 


If you answered “no” to above question, what type of pictures would you prefer? 


Response Pattern 


Prefer Cultural Art 

Prefer Scenics 

Prefer Women or Girl pictures 
Prefer no pictures — just dates 
Not interested in Calendars 
Want larger dates, ‘fore and aft’ 
Too large 


Number of Responses 

14 

204 

33 

21 

10 

6 

18 


At the bottom of the questionnaire, additional comments were invited in blank space 


provided. Below is the response pattern of those voluntary comments. 


Pattern 


Number of Comments 


Indicated “best.” “finest,” “excellent” or “outstanding” 


calendar received 
Please send one or more additional 
Indicated how they use the calendar 
“Gave mine to another who admired it” 
“Many people comment on it or admire it” 
Look forward to receiving it each year 
Asked for pictures to frame 
Said it is instructive or interesting 


196 


Volunteered appreciation (in addition to the acknowledg- 


ment letters received) 

















1. CAKE... Small boy made 


. another reason why the 
nation’s food bill hit a new 
high of $68 billion last year. 
Hungry? Call us for your copy 
of confidential memo, “Food In- 
dustry Sets New Record.” 





























2. BABY... Eleven thousand born 


nro it in minutes. Right out of a " every day. By 1975 — 221 million 
box. Ready-mix—try it! Now ; mouths to feed. More people, more 
Mama can play bingo all day, ‘ food ... more plants, more processing 
ra still beat the old man to the ‘j . and (equipment builders note) 
table with a full-course dinner. F more manufacturing per pound of 
Selling like crazy in the stores food. Yes, food’s even hotter tomor- 


row. New ideas coming up fast... 
heat-and-eat, frozen meats, dehydrated 
foods, atomic radiation. Experts say a 
40% growth in capital outlay by 1959. 
Write for your personal copy of “Your 
Market in Food Plants — Bigger Than 
You Think.” 


4 - cng 

4. MONEY... Largest all- i 3. VALVE... Somebody’s going to 
paid circulation in the field. Plant sell more than $47 million worth of 
coverage of 91% of the indus- valves, pipes, pumps, tubes, fittings, 
try’s capacity. Individual cover- vats, etc., here this year. Millions too, 
age of specifiers and buyers — _ for motors and power transmission, 
management, production, and conveyors and industrial trucks, in- 

: : z : 
engineering. The preferred pub- te struments and controls, all species of 
lication . . . we like readership ze plant wants. Ask Food Engineering to 
studies—we win them! A market 4 tell you how much for your product. 
wrap-up for the modest cost of + Insist on seeing “What Food Plants 
just one publication. How to get i Spend for New Equipment.” 
the money? Three suggestions: ¥ 
(1) Wash out weak-sister second 
or third food papers. (2) Con- — 
solidate your dollars from too- 
narrow verticals. (3) Skim the ; 
excess fat from your schedules j 


in other fields. Get into Food 


Engineering! 





They buy the same things... 


: They prefer the same publication 
oa You reach them all togethérin... 
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Editorial Appeal 


ehind the prose 





--- and the army behind them 


What makes editorial excellence? 
Opinions vary. 
Some say the brilliance and personality of the editors. Others believe that 
experience is the key. Still others hold that editorial excellence is in direct 
proportion to services and facilities available to the editors. 
We—and the thousands of oilmen subscribing to Petroleum Week—agree with 
all of them. 
For here is a magazine whose editorial staff has each of these ingredients—in 
abundance. 
And behind this staff is a real army of services—the largest group of technical 
and business communications experts in a single publishing organization in the 
world: 
Domestic Correspondent Network... largest 
business-paper Washington Bureau... Economics 
Staff... Research Department... World-wide 
Field Photo Service... Keference Library 


Yes, it’s easy to see why your oilmen-customers, industry-wide and industry-deep, 
have turned to Petroleum Week—and why it’s the place for your advertising to 


oilmen. 


PETROLEUM WEEK | 


n 330 West 42nd Street, New York 36, New York 
. 


Cross i a pee ations for Men Who Matter in Oil A McGRAW-HILL 
“ PUBLICATION 





has been my choice?” 

Regardless of the interesting re- 
sponse patterns, however, the sur- 
vey answers told us mainly what 
we wanted to know — that 80.2% 
are actually hanging. 


Survey by-products “- The re- 
sponse patterns, together with the 
comments and direct answers to 
our questions, are guiding us on 
calendars we produce in the future. 
We feel these may help us to attain 
an even larger percentage of “hang- 
ing power.” 

Other survey by-products: 
> A further refinement of our lists. 
> From the comments, we can safe- 
ly assume many took the trouble to 
look through the calendar again, as 
they remarked about certain pic- 
tures on certain months. (A further 
merchandising of the calendar it- 
self; and a further product-promo- 
tion by prompting our customers 
and prospects to look through the 
calendar pictures again). 
> We learned that the condition of 
our mailing list is above average. 

Now comes the sixty-four thou- 
sand dollar question, as it arises 
with every survey: What happened 
to the 59.1% who did not answer the 
survey? According to the best cal- 
culations of some of the big name 
researchers, we might send the same 
questionnaire again to those who 
did not reply the first time, and 
pick up another 25 to 40% response 
of that total. Logically, we could 
expect the same response pattern. 

There is no reason to believe that 
anyone would want to take the time 
to reply to a questionnaire, in the 
first place; and we consider the 
40.9% 
share of our market’s time. 


response a very generous 
If we are kidding ourselves that 
80.2% 


used, based on this survey, then we 


of our calendars are being 


must have a lot of company. But 
more important than the mere per- 
centage figures, the survey told us 
how we can improve our calendar 
operation. Any survey is only as 
good as its results are put to use; 
and we are using this one. 
we believe we're 
and we hope 


Main thing is 
on the right track 
you may have received an idea or 
two from our experience. ® 
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Inviting . . Creative 


No ulcers. . 


Marketing consultants take 


to the woods and love it 


# A group of industrial marketing 
consultants say they’ve found a way 
to beat the city-bred pressure that 
often goes with their business. 

They took to the woods. 

The group is made up of the re- 
search engineers, product designers, 
technical salesmen and marketing 
research specialists that comprise 
Technical Marketing Associates, Inc. 

The company has moved from the 
center of Boston to the cool woods 
of Concord, Mass., where it has set 
up headquarters in the home of 
Technical Marketing’s president A. 
D. Ehrenfried. 

The company has more than 40 
clients in such diverse fields as 
automation, electronics, chemistry, 
optics and refrigeration. 

“We must be producing results,” 
says Mr. Ehrenfried, “as over 90% of 


our business is repeat business.” 


The firm specializes in such things 
as product and market analysis, op- 
erations research, technical public- 
ity, and preparation of technical 
sales and advertising literature, as 
well as the design of industrial 
products. 

But that’s not all they do in their 
country house. Several of the engi- 
neers are former jazz musicians, and 
one of the secretaries is an excellent 
cook. So their noon lunches at the 
house often are followed by jam 
sessions. 

Everybody seems to be happy 
with the new set-up. Says president 
Ehrenfried: 

“We work better, have happier 
clients and enjoy life more since we 
took to the woods. Business ulcers 
are too easy to come by these days, 
and this is the best solution we’ve 
found.” a 





Advertising spotty for 
fop business papers 


‘Aviation Week’ and ‘Engineering News-Record’ 


show biggest gains among industrial leaders 


= The “big four” among business 
publications lost ground in pages 
of advertising for the second con- 
secutive year in 1955. 

Oil & Gas Journal, which has led 
the field, in pages of advertising 
carried, since 1949, continued to 
lead. The publication’s total for the 
year was 7,196 pages, which repre- 
sented a drop of 4.4% from the pre- 
vious year, but it still kept a consid- 
erable lead over Iron Age, which 
carried 6,556 pages. 

Iron Age’s drop from the previous 
year was 4.7%; American Machinist, 
third place, down 3.9%; and Steel, 
fourth place, down 43%. 

Despite these moderate dips by 
the leaders, page volume for busi- 
ness publications generally and for 
industrial publications in particular 
showed an increase (see page 100). 
The “big four” are all industrial. 

Among the top ten industrial pub- 
lications, Engineering News-Record 
gained 329 pages to move up to 
seventh place from ninth the pre- 
vious year, and Aviation Week 
added 780 pages to climb to eighth 
place from twelfth the previous year. 


Industrial . . The top six publica- 
tions of 1954 appear in the same 
order in 1955 among leading in- 
dustrial publications reporting to 
IM, which are listed below by rank. 


Pages 
Rank 1955 1954 
1. Oil & Gas Journal 7196 7532 
. Iron Age 6556 6968 
. American Machinist 6134 6388 
. Steel 550) S735) 
. Electrical World 4693 4653 
. Electronics 4509 4570 


as ‘Oil & Gas Journal’ keeps lead 


AAR 


. Engineering News-Record 

. Aviation Week 

. Chemical Engineering 

. Product Engineering 

. Chemical Week 

. Machinery 

. Southwest Builder & Con- 
tractor 

. Purchasing 

. Design News 

. Architectural Record 

. Automotive Industries 

. Chemical & Engineering 
News 

. Machine Design 

. Modern Machine Shop 

. Factory Management & 
Maintenance 

. Modern Plastics 

- Petroleum Engineer 

. Chemical Processing 

. World Oil 

. Construction Bulletin 

. Mill & Factory 

. Construction Digest 

. Western Builder 

. House & Home 

- Petroleum Refiner 

. Architectural Forum 

. Foundry 

. Practical Builder 

. Power 

. Modern Packaging 

. Tool Engineer 

. Heating, Piping & Air 
Conditioning 

. Constructioneer 

. Aviation Age 

. Textile World 

. Commercial Car Journal 

. American Builder 

. Materials & Methods 

. Pit & Quarry 

. Proceedings of the I.R.E. 

. National Provisioner 

. Electric Light & Power 

. Paper Trade Journal 

. Telephony 

. Metal Progress 


2. Electrical Construction & 
Maintenance 

. Railway Age 

. Engineering & Mining 
Journal 

. Construction Methods & 
Equipment 

. The American City 

. Mechanical Engineering 

. Plant Engineering 

. Baking Industry 

. Progressive Architecture 

. Contractors & Engineers 

. Food Engineering 

. Fleet Owner 


Product News . . Biggest gain of 
ninth-page units was 992 units to 
2,669 for Transportation Supply 
News. The leaders: 

1. Industrial Equipment News 

2. New Equipment Digest 

3. Electrical Equipment 


Trade .. Building Supply News 
again showed the biggest gain 
among the top 11 trade publications. 
It upped its volume 146 pages. 
Leading publications: 
. Florists’ Review 
. Hardware Age 
. Building Supply News 
. Industrial Distribution 
. American Lumberman & 
Building Products Mer- 
chandiser 
. Hardware Retailer 
. Sporting Goods Dealer 
. Electrical Merchandising 
. Office Appliances 
. Domestic Engineering 
11. Boot & Shoe Recorder 


Class ... Biggest gain among top 
9 class publications was 716 pages 
by Modern Medicine. Top publica- 
tions: 
1. Journal of the American 
Medical Association 
. Modern Medicine 
. Advertising Age 
. Billboard 
. Medical Economics 
. Modern Hospital 
- Nation’s Schools 
. Industrial Marketing 
. School Executive — School 


oon oa & © WN 


Equipment News 403 


Export . . Largest increase was 28 
pages by Hacienda 
export group’s top 5: 
1. American Exporter 


again in the 


2. American Exporter 
Industrial 
. Hacienda 
. Automovil.. Americano 
. Automotive World 





— to nail down 


Time was when canned goods were tied to kitchen- 
apron strings and never allowed to join the guests. 
But now they’ve come of age: with wine, beer, soft 
drinks in cans, no party’s complete without them. 
CHECK THE CIRCULATION of packaging 
magazines: MODERN PACKAGING has the Add the fact that today practically everything from 
largest paid circulation in the entire field soup to nuts-and-bolts comes in cans — or in any other 
... and what’s more, packagers are willing kind of package you can name: bottles, bags, tubes, 
to pay a big $6 a year for it! As the only boxes — and you get an idea of the vast numbers 
ABC-audited magazine in the packaging of companies doing volume packaging. 
field — with an amazingly high renewal 
rate of 71.62% —MODERN PACKAGING gives Every one of these companies is chock-full of men 
advertisers assurance of more interested with packaging say-so...in every department from 
readers ... interested in packaging! Art to Advertising ... from Purchasing to 
Handy new packages, like this trim fibre Production. To nail down a big sale, you’ve got to 
~ 4 can, are putting the skids under the familiar hammer your story home to all of these men. 





nail bin, which is fast going the way of the 

old cracker barrel. , : aon 
It’s a mighty big job for any sales force. 
That’s why advertising is a vital tool in selling to the 
$10 billion packaging market. Advertising can reach 
your prospects with your sales story time and again. 


Successful advertising can’t be a hit-or-miss affair. 
Advertisers must have a magazine with the power 
and the impact to sell the dozens of decision-men 

in companies all over the country. That’s why 

they make such a point of balancing and weighing 
all the magazines in the packaging field, 

checking them these 3 ways... 


This triple check reveals a single answer... If 
you make anything used in packaging any 
product, MODERN PACKAGING can reach the 
prospects you’re aiming for...and really sock 
your sales points home! 


Pm 


MODERN PACKAGING 


PACKAGING 
A Breskin Publication 
575 Madison Ave. 


New York 22, N. Y. 


More ads-to-packagers are placed in MODERN PACKAGING 
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CHECK THE EDITORIAL EFFECTIVENESS of 
packaging magazines: Since 1952, five 
independent surveys* show that MODERN 
PACKAGING is read and preferred (for its 
authoritative coverage of new materials 
and equipment, packaging trends, and 
technical data on materials and produc- 
tion) by more men-who-specify-and-buy- 
for-packaging than any other magazine 
in the field! 


Yes, canned wines! some features: elimi- 


nates breakage, protects flavor from light 
»~ 4 deterioration, chills faster, cuts transporta- 
tion costs 


*Write for the full reports of all 5 surveys and for 
additional facts on the market and the magazine. 














CHECK THE ACCEPTANCE BY ADVERTISERS 
of packaging magazines: Year after year, 
more advertisers invest more money in 
more space in MODERN PACKAGING than 
all other packaging publications combined. 
And last year they spent more dollars for 
more space in MODERN PACKAGING than 
ever before! Most of them — using its 
pages year after year — 57% have adver- 
tised continuously for at ‘wi five years. 


The new divider pack solves the problem 


of separating dry and moist components, 
and adds the sales appeal of two-in-one 
consumer packaging. 





Wh KIN 


srytonese i 


CHOP SUEY 


...Decause more packagers read and prefer it! 











The past five years have seen a 
multitude of developments in 
the graphic arts which industrial 
admen can put to use during 
1956 to help solve their adver- 
tising production problems. 


By Dick Hodgson 


s Year of application — that might 
well be the name for 1956 when it 
comes to industrial advertising pro- 
duction. 

The past five years have seen a 
tremendous wave of development in 
the graphic arts field. During 1955, 
many of these developments came 
out of the “field test” stage and 
were introduced commercial 
use. The next step, of course, is 
application by advertisers. 

There have been far too many 
developments to try to catalog all 
of them, but the following list should 
give a general indication of the 
changing graphic arts picture as it 
affects the industrial advertising 
field: 


into 


Low-cost color .. Probably the 
most important single development 
of interest to industrial admen is 
the progress being made in the low- 
cost color printing field. One of the 
biggest advances has been the com- 
mercial applications of the tri-color 
printing system developed by East- 
man Kodak Co. 

Already in use in most sections 
of the country, Eastman tri-color 
represents a high degree of auto- 
mation in color printing. While not 
intended for high fidelity reproduc- 
tion, the work being done by those 
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S956: Year of 


who have installed the system is of 
surprisingly high quality. Key ele- 
ments in Eastman tri-color are spe- 
cial color filters with 
“matching” inks, a highly simpli- 


separation 


fied pre-register system, and a new 
type of halftone contact screen. 
Typical prices for work produced 
by the new Eastman process are in 
the range of $200 for 1,000 one-side 
8x10” printed on 80 lb. 
Kromekote. This includes all pro- 
duction charges — plates, paper, 
ink, etc. While the key parts of the 
system are not 


sheets, 


Eastman tri-color 
necessarily restricted to producing 
plates for offset printing, most of 
the commercial applications have 
been by lithographers. 

Meanwhile, there have been giant 
strides by others in the budget color 
printing field. Some _ outstanding 
four-color letterpress printing, for 
example, is being produced by firms 
using glass plates. Many industrial 
advertisers are using such work, 
which compares favorably in price 
with that produced with the tri- 
color system, for full-color specifi- 
cation sheets, catalogs, direct mail 
pieces, etc. 

Others are turning to collotype, 
a screenless printing process which 
permits high fidelity color repro- 
duction (as well as excellent one 
and two-color work) at relatively 
low prices. This process, which is 
a relative unknown in the industrial 
field, is of special importance when 
fine detail is required. 


Color stats . . Another color de- 
velopment of recent vintage is the 
“color stat.” Simply de- 
this is a full-color photostat. 


so-called 
fined, 
Now available from several sources 
trade names, 


and under various 


color stats are finding many appli- 
cations in advertising. 

The big advantage here is speed. 
Color stats can be obtained under 
normal circumstances in 24 hours. 
They can be produced from either 
transparent or copy 
with reasonably good color repro- 
duction. Typical prices: from $6 to 
$10 for 8x10” stats in small quan- 


opaque color 


tities. 

The uses for color stats are many 
and varied — sales presentations, 
(they pro- 
vide a quick way to scale color il- 
lustrations to size), salesmen’s sam- 
ple books, trade show exhibits, dis- 
tribution of color material to branch 


more realistic layouts 


offices, ete. 


Screen process . . Some of the 
most remarkable strides in the 
graphic arts have been made by 
screen printers. Former 
handicaps non-automatic 
equipment and long drying time. 
Both of these problems have been 
licked and the industry is experi- 
encing a rapid growth. 

The big advantage of screen proc- 
ess is its ability to print on any 
kind of surface. It also permits the 
laying of a heavy ink deposit where 
required — of special advantage in 
the use of fluorescent colors. 

Photography is playing a big role 
in the growth of screen process. 
Some years ago, all stencils were 
prepared by hand. Now, however, 
the industry makes extensive use of 
photography even to the extent of 
fine screen halftones. 


process 
were 


Offset printing .. Leading the 
parade of progress in the printing 
industry have been the lithogra- 
phers. Not only have they licked 





most of their own major problems, 
but they have provided the pressure 
which has forced other processes to 
make special efforts “to hold their 
own.” 

Probably the most important 
achievement in offset lithography 
has been the development of better 
printing plates. Along with better 
plates have come faster press 
speeds, sharper reproduction and 
more versatile equipment. 

Several new methods for prepar- 
ing offset plates have been put into 
commercial use or are nearing per- 
fection. The Direct-Image method, 
for example, permits pulling 
“proofs” on special aluminum foil 
offset plates from standing type for 
instant use on rotary offset presses. 
Another method enables lithogra- 
phers to actually photograph forms 
made up for letterpress printing — 
the type and cuts themselves — and 
use the resultant copy for making 
offset plates. 

A highly developed field is the 
conversion of letterpress plates for 
offset reproduction. This is particu- 
larly helpful in reproducing maga- 
zine ads for blow-ups or reductions. 


Letterpress printing .. While 
offset has taken at least a tempo- 
rary lead, the letterpress industry is 
no longer standing by idle. Most 
of the progress, however, has been 
reported by the photoengravers and 
electrotypers. Of special interest are 
these developments: 


e Magnesium Plates. . .While there 
are plenty of arguments about the 
relative merits of magnesium for 
printing plates, there is no doubt 
that they are being used by more 
and more advertisers. The basic ad- 


vantages of magnesium are lighter 
weight, extended press life and low- 
er cost (compared to copper). 
Most of the 
nesium, however, has 
around the fast-etch process for 
making both halftones and line cuts. 
With special etching machines de- 
veloped by Dow Chemical Co. and 
the American Newspaper Publish- 


interest in mag- 


centered 


ers Association, it is possible to 
produce plates in five minutes or 
less. An independent inventor in 
Wisconsin has recently announced 
development of a magnesium etch- 
ing machine which he claims will 
produce plates in one minute. 
Meanwhile, research work is be- 
ing pushed on fast etch machines 
which will handle any of the basic 
photoengraving metals. 


e Electronic Engraving. . While 
still used mainly by small newspa- 
pers, electronic engraving machines 
have been highly developed in the 
past few years. Of particular inter- 
est are the Scan-A-Graver devel- 
oped by Fairchild Camera & Instru- 
ment Corp. and the Engrav-A- 
Plate imported from Germany. Both 
of these machines are designed for 
producing plastic printing plates, al- 
though a Canadian newspaper has 
successfully used the Engrav-A- 
Plate to produce aluminum plates. 

One of the biggest original handi- 
caps — the limitation of producing 
cuts of identical size to the original 
copy — has been eliminated during 
the past year by Fairchild’s devel- 
opment of the Scan-A-Sizer, which 
can enlarge and reduce while an en- 
graving is being made. 

An important accomplishment of 
these electronic engraving machines 
is that they have brought about the 


ADVERTISING PRODUCTION 
FORECAST FOR 1956: 

@ More use of low-cost color 
printing methods. 


@ Growing use of color pho- 
tostats for speedy reproduc- 
tion of color. 


@ Continued increase in use 
of offset, screen process. 


@ New advances in letter- 
press printing for better qual- 
ity, speed, economy. 

@® New applications for pho- 
tographic, paste-up typog- 
raphy. 

@® Ketter and more versatile 
stock art available. 


@ Increased use of ‘‘wide”’ 
and foreign typefaces. 





establishment of engraving facilities 
in many areas that formerly were 
remote from regular photoengrav- 
ers. While the plastic plates they 
produce still present some produc- 
tion problems for printers unfa- 
miliar with their use (notably a dif- 
ferent kind of type wash is re- 
quired), they are being used suc- 
cessfully by many industrial adver- 
tisers particularly for company 


publications. 


e Better Electrotypes. . .Nobody 
has taken the need for letterpress 
progress more seriously than the 
electrotypers. In the past 15 years, 
they have come up with 13 major 
improvements to bring higher fi- 
delity and greater speed to the 
letterpress printing industry. 
The improvements are highly 
technical in nature and cover silver 
coating, use of plastic molding 
sheets, new methods for plating and 
make-ready, etc. 
e Electronic Scanners... Several 
electronic devices have been devel- 
oped for producing faster and more 
accurate color plates. Typical is the 
Springdale Scanner developed by 
Eastman Kodak and Time Inc. The 
produces 


Scanner automatically 


continuous tone color-separation 
negatives from original color trans- 
parencies with great accuracy, cal- 

Yontinued on page 88 
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New- 


, Dd 
mc HOVERING 


ges UP I 


MORE CIRCULATION 


in the plating field! 


MORE CIRCULATION 


in the painting field! 
AT LOWEST COST PER THOUSAND 


lower than any other metal finishing 


publication, regular or directory issue! 


Use display or classified advertising or a combination 
of the two, presenting your message to production execu 
tives who are looking for buying information on 


EQUIPMENT, MATERIALS and PROCESSES for: 
Metallic Coatings Non-Metallic Coatings 

* Electroplating * Paint—Varnish 

acuum Metallizing * Lacquer — Enamel 

* Galvanizing * Porcelain Enamel 

* Hot Dip Tinning * and other finishes 

Products Finishing DIRECTORY is a 13th edition 
in addition to regular monthly issues. Advertising rates 
are based on space run in the regular issues 
DIRECTORY can be used individually or in combina 


s. The 
tion with monthly issues to earn the four, seven or 
thirteen-time rate 


Products Finishing DIRECTORY 


Gardner Publications, Inc 


Publishers of Products Finishing 
and Modern Machine Shop 


431 Main Street — Cincinnati 2, Ohio 
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Exclusive... Double 
Advertising Opportunity 


Products Finishing 
DIRECTORY 


...the finishing industry's 


NEW and only complete 
directory! 


Products Finishing DIRECTORY offers 


a double advertising opportunity. Two effec- 
tive ways to get your message across to a 
guaranteed circulation of 19,000 


Products 


Finishing DIRECTORY 
closes February 15th for 
PUBLICATION, 


MARCH, 1956 


. for complete 
information, refer to 
Standard Rate & Data 
Service listing or write 
for detailed literature 





Outstanding 


readership 


and results 


3 BIG 
REASONS 


for modern 


machine shop 
leadership 


More than ever before, MODERN 
MACHINE SHOP is the metalwork- 
ing industry’s best value in advertising 
results. Now, topping every metal- 
working publication . . . it has 48,000 
circulation. Over 30,000 plants receive 
one or more copies. The cost is low, 
only $6.14 per thousand circulation. 
Circulation is 98.77% verified. For 
results you can see, put your money 
where your market is. . . in 


modern 
machine 
shop 


431 Main Street—Cincinnati 2, Ohio 





Also Publishers of Products Finishing 
and Products Finishing Directory 


WRITE FOR NEW NIAA MEDIA FILE 
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GRAPHIC ARTS.. 


continued from p. 85 


culating and integrating color and 
black components required for re- 
production. 


Type by photography . . Prob- 
ably the most important graphic 
arts development of the past decade 
is photocomposition. While develop- 
ment of photographic typesetting 
has been a long range program, it 
has really come into its own during 
the past two or three years, with 
1956 likely to be its banner year. 

Now on the market are a variety 
of machines for photocomposition 
— ranging from large typesetting 
machines such as Intertype’s Foto- 
setter to small, desk-top 
designed for office use. Of particu- 
lar interest to industrial advertisers 
and agencies are the smaller ma- 
chines, which sell from $189.50 to 
$750. 

However, with the development of 
better quality equipment, there 
have béen a large number of photo 
typesetting services established or 


models 


photocomposition departments add- 
ed to regular typesetting shops. In 
recent issues, INDUSTRIAL MARKETING 
has made extensive use of photo- 
composition for display type. It is 
available for as low as $1.25 per 
word, with thousands of faces to se- 
lect from. 

One big advantage of photocom- 
posi*ion is that it can be adapted to 
fit most any layout. It can be 
stretched, condensed, enlarged, re- 
duced or twisted to fit very exacting 
requirements. If you’re printing by 
offset, you can get it as negative or 
positive transparencies. For other 
uses, it is delivered as sharp black- 
on-white or white-on-black prints. 


Paste-up type .. Along with 
photocomposition has come rapid 
development of paste-up type 
individual characters or groups of 
characters printed on _ adhesive- 
backed transparent acetate sheets. 
Such sheets are of particular value 
in areas where only limited typog- 
raphy facilities are available. They 
enable an artist to add a touch of 
variety to rush jobs. 

Several companies are now offer- 
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ing paste-up type sheets containing 
most every regular typeface, plus 
many special hand-lettering styles. 


Stock art .. Another interesting 
development which has come a long 
way during 1955 is the expansion 
of stock art services. Several new 
art services have been introduced 
during the past few months and 
some of the older companies in the 
field have brought out additions to 
their services. 

Some of the services are offered 
on a monthly 
with the advertiser getting a new 
collection of stock drawings each 
month for prices from $1.75 up. 

Other services work on a pay- 
ment for illustration used. 
Another type, and one which has 
shown a rapid expansion just re- 
individual 


subscription basis, 


each 


cently, is the sale of 
clipbooks of illustrations tailored to 


special needs. 


New typefaces . . On tap for 1956 
is a major expansion in the use of 
“wide” or “extended” 
industrial 


typefaces in 
advertising. This trend 


really got its start about three 
years ago and first became popular 
for consumer magazine and direct 
mail pieces. A quick glance through 
any current business paper will show 
how important wide faces have be- 
come in industrial advertising — 
and the outlook is for even greater 
popularity during 1956. 

In keeping with this trend, type 
foundries are bringing out new ex- 
tended faces and adding wide faces 
to regular series. To date, the most 
popular wide face has been Venus 
Extrabold Extended from the Bauer 
foundries in Germany. During 1956, 
however, other extended faces will 
undoubtedly rival Venus for the 
lead. 

Two other type developments de- 
serve notice. One is the rebirth of 
Clarendon, with such new faces as 
Bauer’s Fortune and American Type 
Founders’ Craw Clarendon. The 
other development is a growing use 
of European faces in American ad- 
vertising. Postwar Europe has come 
up with many interesting new type- 
faces, many of which have a distinc- 
tive “industrial feeling.” * 








NEW MACHINES 





A. B. Dick, Ditto enter 
offset duplicator field 


With the growing use of small 
offset presses as part of industrial 
duplicating departments, two lead- 
ers in the manufacture of duplicat- 
ing products have introduced new 
offset duplicators to their lines. A. 
B. Dick and Ditto Inc., both of 
Chicago, have entered the field with 
new offset presses designed for 
office use. 

Both of the new machines are de- 
signed for ease of operation, but can 
handle many types of jobs outside 
the scope of conventional duplicat- 
ing equipment. The new machines 
represent a “blending” of features 
found in offset presses with less 
complicated duplicators. 


@ The new A. B. Dick Model 350 
features Aquamatic control, a de- 
velopment by which the balance 
between ink and fountain solution 
can be maintained with one control 
setting. The machine has self-ad- 
justing cylinders which permit use 


of a variety of different plates with- 
out complicated adjustments. 

In addition, the new model has a 
feed table with a 10-ream capacity, 
which sets easily for paper sizes 
from 3x5” to 11x16”. Copy can be 
raised or lowered without tools and 
an automatic blanket cylinder dis- 
engages itself from the master cyl- 
inder when paper ceases to feed. 


® The Ditto Offset Duplicator has 
all-electric operating controls. A 
single keyboard controls the inking, 
moistening, paper feeding and im- 
pressions. The machine has both 
front feed and front delivery so that 
all operational control is from one 
position. 

The Ditto machine also has a 
self-regulating paper feeder and 
finger-tip control of up-down image 
and moisture feed. An automatic 
ink control stops inking and mois- 
tening when paper isn’t feeding. 

An unusual feature is a remote 
control regulator which permits 
control of all workings of the ma- 
chine which normally require an 
operator from a _ position distant 
from the duplicator. * 





Look below and you'll see how 

advertisers judge Heating, Piping & Air Conditioning. By nearly 

2 to 1 year after year they vote HP&AC the best buy for advertising 

to the engineers and contractors who purchase-control the industrial-large 


building market’s enormous product requirements. Here is a reflection 





of the confidence that advertisers and their agencies place in HP&AC 


‘ 


as a selling force. Have us provide evidence of the other “tangible 
measures” which prove the No. 1 position 


of our publication. 











1950 1951 1952 


Keeney Publishing Co. 6 N. Michigan, Chicago 


NEW YORK: 1734 Grand Central Terminal 
AIR CONDITIONING HEADQUARTERS CLEVELAND: 737 National City Bank Bldg. 


LOS ANGELES: 672 S. Lafayette Park Place 
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undefeated 





FOOD PROCESSING offers a challenge and 
5700.00 U .thfeavernment Bond* 
‘100; 
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CHEMICAL PROCESSING offers a challenge and 
' chemical 
$100.00 Ugpserbmapern” processing {t 


Ne 
ac ¥ 


va 


*Why only a $100.00? Obviously this is merely 
a token of sincerity ... not an attempt to pay 
anyone for their time and effort. Every adver- 
tising buyer needs such comparative informa- 
tion as a basic guide in his selection of media. 
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In performance! 


Claims and counter-claims are easy to make. But 
performance can be proved. 

And performance, alone, is what counts in ad- 
vertising values. 

Claims are heard that “Magazine B outper- 
forms Foop Processinc” in the food industries. 
Similar claims are heard that “Magazine B out- 
performs CHEMICAL PRocessinG” in the chemical 
processing industries. And so, Putman Publish- 
ing Company makes this offer issues this 
challange — 

As there is no known instance where, on a di- 
rect comparative basis, Foop PROCESSING or CHEM- 
ICAL PRocESSING has not outperformed the “next 
magazine” in quality response . . . 

... Putman Publishing Company offers a $100 
U.S. Government Bond for proof of any situa 
tion where, on a direct comparative basis, any 
other horizontal food processing or chemical proc 
essing magazine has outperformed Foop PRoceEss- 
ING Or CHEMICAL PROCESSING in producing quality 
response —i.€., response from desired prospects 
among the “men who manage” food and chemical 


processing plants and operations of the U.S.A. 


WHAT IS NECESSARY TO WIN THE $100 BOND? 
If you think you have, or can find factual evi- 
dence that another horizontal food or chemical 
magazine has outperformed FOOD PROCESS- 
ING or CHEMICAL PROCESSING, | tabulate 
your evidence and contact the publishers at 
address below. 

Obviously, performance must be judged on the 


basis of quantity of quality response to compat 


able advertising appearing at the same or ap- 
proximately the same, time in the different maga- 
zines. 


WHY CAN CHEMICAL PROCESSING 
AND FOOD PROCESSING MAKE SUCH AN OFFER? 


Simply because it proves greater readership of 
quality prospects . . . proves it issue after issue... 
has been doing it for years. 

Such readership is the logical result of a new 
kind of aditing and publishing — 


® Editorial is practical, “post-graduate” reporting 

of latest developments in food processing and 

chemical processing in terse, easy-to-read 
style... to attract and hold the reading inter- 
est of these busiest-of-all technical executives. 
There's no need to carry “theoretical articles on 
basic fundamentals” to help build student and/ 
or beginner, or non-industry, circulation. It is 
all for “the men who manage.” 


Circulation is “hand-picked,” controlled (BPA 
Audit) . .. goes to the key “men who manage” 
and their close associates . . . no dilution with 
students, beginners, foreign agents of question- 
able value, etc. That's why effective coverage is 


greater. 


Format . . . high-visibility, “square” format... . 
no buried advertising. Editorial content along- 
side every advertisement. Thus, greater reader- 
ship is achieved. 


THE LOGICAL RESULT? UNDEFEATED PERFORMANCE 


pany | Putman Publishing Building, 111 East Delaware Place, Chicago 11, Ill. 


New York/Cleveland/Detroit/Pittsburgh/St. Louis 


Western Representative: BOB WETTSTEIN—Los Angeles/San Francisco/ Portland 


Food Business and Chemical Processing 


Ba oe 


“EXECUTIVE MAGAZINES FOR INDUSTRY” 
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Measure it any way 


you want to.. 


Textile Industries gives you more mill readership 


with a New Equipment Parade & Buyer’s Guide 


As a usable tool for mill men—and as a sales-producing 
medium for advertisers—TEXTILE INDUSTRIES’ New Equip- 
ment Parade & Buyer’s Guide in mid-November will swing 
more weight than a whole stack of other reference works. 


It will be planned and edited for quick reference by 
spinning, weaving, knitting, dyeing, bleaching and finishing 
and synthetic mills. It will be edited to develop inquiries for 
equipment, machinery and supplies from important textile 
buyers. 


TEXTILE INDUSTRIES is read by the buyers in mills with 
99.9% of all spindles in the U.S.A., 99.7% of all looms, 
97.5% of all knitting machines, 91.4% of all dyeing, bleach- 
ing, finishing, and 100% of all synthetic fiber production. 


This more productive readership is the result of TEXTILE 
INDUSTRIES’ sensible coverage plan—paid circulation plus 
Directed Distribution. T.I. is your basic medium for reach- 
ing all textiles. Put the important “13th Issue” on your basic 
TEXTILE INDUSTRIES schedule now. 


Textile Industries 


806 Peachtree St., N.E., Atlanta 5, Georgia 
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Chapter activities of the 
National Industrial Advertisers Association 








National headquarters . 27! Madison 


David F. Beard, chairman of the 


board 


John C. Freeman, president 


niaanews 


DROP DEAD 


Agencymen advise 
ad managers, 
space salesmen 


® PITTSBURGH—‘If all the advertis- 
ing managers in America dropped 
dead tomorrow, I have no idea what 
would happen, but I’d sure like to 
watch.” 

Those words issued from the 
mouth of Charles H. Brower, execu- 
tive vice-president in charge of 
creative services, Batten, Barton, 
Durstine & Osborn, New York, at a 
meeting of the Pittsburgh chapter 
of the National Industrial Advertis- 
ers Association. 

They weren’t Mr. Brower’s words. 
He got them from another top 
agencyman for use in his talk on 
what agencymen think of advertis- 
ing managers and space salesmen. 

Mr. Brower asked seven top 
agency executives for their com- 
ments to help him tell what makes 
a good ad manager. One of those 
comments is quoted above. Here are 
some of the others: 


> “Primarily I think a good adver- 
tising manager should regard him- 
self as the custodian of his com- 
pany’s most valuable asset—its 
consumer franchise, its reputation, 
its good name. He must believe 
passionately in the No. 1 function 
of advertising—selling products and 
services on a quality basis which 


is one who sparks and stimulates 
the agency to think ahead by plac- 
ing before the agency problems that 
will be coming up in the future— 
not necessarily in the immediate 
future, but also in the distant fu- 
ture ... He must now allow himself 
to get bogged down in details. To 
aspire to a position of top manage- 
ment in his organization—and ad- 
vertising managers should be top 
management executives—he must 
develop capacity for top level think- 
ing and broad gage planning.” 


> “The most important single asset 
an advertising manager should have 
is guts .. . guts to make decisions 
based on his own best judgment- 
and make them stick. He needs guts 


iat 


to take suggestions from both su- 
periors and inferiors when the sug- 
gestions are good, and to reject 
them when they are bad. He needs 
guts to refuse to play that very 
expensive advertising game—follow- 
the-leader. If he has guts he is an 
important, well-paid officer of his 
company instead of someone who 
merely ‘submits the agency’s rec- 
ommendation to his boss.” 


> (Holding up the late Mrs. Ella 
B. Myers, until 1948 advertising di- 
rector of General Foods Corp., as 
an example for other ad managers 
to follow): “More work could be 
done in less time with Mrs. Myers 
manager I 


than any advertising 


have ever known, because she was 


sets them apart from competition re- 
gardless of the deals and induce- 
ments which prevail in the market 
place at any particular time.” 


Yank in Texas... Bert V. Jones (center), advertising m 


XAT 


visits with Pete Peterson (left), Evans & Associates, Fort W 


Instruments, Dallas, before giving his talk on ‘Shirt Sleeve Advertising 


NIAA chapter meeting. Mr. Jones gave talk on same subject before Hous 


> “A ‘better’ advertising manager Advertisers Association and Chicago Industrial Advertisers Association 
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decisive, approved or disapproved, 
and did not try to rewrite or re- 
layout the advertisements herself.” 


> “An advertising manager is good 
or bad, strong or weak, in propor- 
tion to his ability to take initiative 
and responsibility. . . Most top man- 
agements today welcome the as- 
sumption of responsibility by de- 
partmental executives. They don’t 
want to try to decide questions in 
advertising, about which they can’t 
be expected to have knowledge in 
depth, if there is a strong advertis- 
ing manager who knows what to do 
and can decide it for them.” 


> “The wise advertising director 
does not try single-handedly to 
master-mind the program, keeping 
the agency at arm’s length from his 
associates and superiors in client 
management. Rather, does he try to 
expose to the agency group the best 
brains of the client organization— 
demanding, at the same time, the 
best departmental exposure from 
the agency, rather than just the 
contact-copy group.” 


Mr. Brower got the above com- 
ments from among Bill Baker, head 
of the American Association of 
Advertising Agencies and chairman 
of the board, Benton & Bowles; 
Lew Brockway, executive  vice- 
president, Young & Rubicam; Leo 
Burnett, president, Leo Burnett 
Co.; Ed Cox, senior vice-president 
and copy chief, Sullivan, Stauffer, 
Colwell & Bayles; David Ogilvy, 
president, Ogilvy, Benson & Mather, 
and Larry Valenstein, president, 
Gray Advertising Agency. 

Mr. Brower did not reveal which 
comment came from which agency- 
man. 

Mr. Brower chided space salesmen 
for “not bothering very much” with 
agency creative people such as him- 
self. 

Mr. Brower offered an eight-point 
“list of rules” which he would fol- 
low if he were a space salesman. 
Here is the list: 


1. I would never call on anyone 
unless I had worked out some help- 
ful thought to leave with him. 


2. I would try to remember that 
my job was to sell, not just to talk. 


3. I would remember that many 
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men whose secretaries say they are 
in conference actually are in con- 
ference. 


4. I would sell 12 months a year, 
and not just at list time. 


5. I would try to see each week, 
at least one man I had never seen 
before. 


6. I would learn to know the prod- 
uct I was selling—my magazine— 
as well as any member of the edi- 
torial department or anyone else in 
the company. 


7. I would remember the unspoken 
question that’s in the mind of every 
man who is on the receiving end 
of a sales pitch—‘What’s in it for 
me?” 


8. Above all, I would whip up some 
genuine and apparent enthusiasm 
for my job and my magazine. En- 
thusiasm, if it’s the real article, is 
as catching as the measles. 


Mr. Brower’s talk was the second 
in a series in which space salesmen, 
agencymen and advertisers criticize 
each other. In the first, Frank J. En- 
right, Cleveland district manager of 
Jenkins Publications, gave the space 
salesmen’s views—gathered in a 
survey of members of the t. f. Club 
of Cleveland. 


IARI launches motivation, 
mail readership studies 


™ PRINCETON, N. J.—The Industrial 
Advertisers Research Institute has 
set up councils for its studies of the 
application of motivation research 
to industrial advertising (project 
No. 11) and of the techniques for 
mail readership studies (project No. 
12). 


Greene 


Chairman of the motivation re- 
search group is George Robertson, 
manager, program planning, adver- 
tising and sales promotion depart- 


ment, General Electric Co., Sche- 
nectady, N. Y. Chairman of project 
12 is Edmund Greene, assistant di- 
rector of advertising, Monsanto 
Chemical Co., St. Louis. 

Others working on project 11 are: 
Harold Snyder, advertising manager, 
Arcos Corp., Philadelphia; Robert 
Uhl, account executive, Batten, Bar- 
ton, Durstine & Osborn, New York; 
J. D. Wood, director, advertising and 
public relations, Jones & Lamson 
Machine Co., Springfield, Vt.; H. E. 
Van Petten, advertising manager, 
industrial and general products, B. 
F. Goodrich Co., Akron, O.; John 
Veckly, assistant director of adver- 
tising, United States Steel Corp., 
Pittsburgh, and Dr. Charles Winick, 
representing Technical Advisory 
Council, Queens College, Flushing, 
N.Y. 

Other members of the mail read- 
ership group are: Ross Pilling, ac- 
count executive, Geare-Marston, 
Philadelphia; Frank W. Pensinger, 
advertising manager, Monarch Ma- 
chine Tool Co., Sidney, O.; R. A. 
LeFevre, advertising manager, Ohio 
Brass Co., Mansfield, O.; N. H. 
Peterson, assistant advertising man- 
ager, Timken Roller Bearing Co., 
Canton, O., and A. W. Jones, assist- 
ant director of technical service, 
advertising department, Westing- 
house Electric Corp., Pittsburgh. 


It's a promise . . Putman 
awards will be continued 


® cHIcAGcoO—The Putman Awards, 
which annually honor top industrial 
advertising campaigns, will be con- 
tinued. 

Putman Publishing Co., Chicago, 
sponsor of the awards, announced 
the continuation after tabulation of 
replies from 925 industrial admen 
who were asked whether the awards 
should be dropped or 
The survey was undertaken after 
the NIAA board of directors de- 
cided to withdraw from’ administra- 
tion of several awards sponsored by 
publishers. 

More than 88% (818) of the par- 
ticipants in the survey said the 
awards should be continued. Only 
11.57% (107) said the awards should 
be dropped. 

Details of the administration of 
the awards have not been an- 


Continued on page 96 


carried on. 





HELP YOURSELF TO THIS 


gold mine of ideas | 


Wrars your particular advertising problem .. . 
how to handle inquiries—how to get case stories—how to 
present budgets? At a typical NIAA chapter round table, 
subjects like these get a thorough going-over. 

Who are these men? Your business partners in industrial 
advertising: advertisers, agency men, representatives of media 
and the graphic arts. Everybody, in fact, with a personal stake 
in industrial advertising. Thus the broad experience of the 
group makes NIAA a gold mine of ideas for each individual. 

Don’t be a lone wolf when you can draw on the help, 
experience, and friendship of this business-like team. Send 
that coupon today, and get the full story on how NIAA 
membership can brighten your future. 


NATIONAL INDUSTRIAL 
fmousrarat ADVERTISERS ASSOCIATION 


ADVERTISERS 
ANS N 


The Advertising Man's Best Buy! 


NIAA ... the largest individual membership 
advertising organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get the whole story 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


Please send me a copy of the booklet “If You 
Sell to Industry”, describing what NIAA has to 
offer me, plus list of chapter locations. 

Name 

Tile 

Company 

Nature of business 

PL eRe 
City Soest bait 
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NIAA NEWS 


continued from p. 94 


nounced. The sponsor has said, 
however, “Improvements in the 
awards are being made.” An an- 
nouncement giving full details is ex- 
pected early in January. 

The awards were founded nine 
years ago. Cash awards totaling 
$5,000 are given each year to the 
men who prepared campaigns 
judged to demonstrate best that in- 
dustrial advertising is an integral 
and indispensable part of effective 
selling to industry. 


Theme of ‘56 NIAA conference 
‘Responsibility’ 





a cod: 
: 


™ NEW yorK—The theme of the 
1956 conference of the National In- 
dustrial Advertisers Association will 
be “Advertising’s Responsibility in 
Management,” NIAA president 
John C. Freeman has announced. 

The conference, 34th of the an- 
nual NIAA meetings, will be held 
in the Palmer House in Chicago, 
May 20-23. 

William B. Farrell, director of ad- 
vertising, Monsanto Chemical Co., 
St. Louis, is conference 
chairman. 

The general conference committee 
will meet in Chicago Jan. 10 to 
adopt the final program. 


general 


Past presidents . . All | 

seated and listed according t 
Canadian Ger 

. Galilee, Canadian 

i © 


ton 


Standing, 


E. Ross, Goodyear 
trial Advertising Agency Ltd.; ‘ 


McCr 


shown are D. 


/ 
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Sub-committees and their chair- 
men are: publicity, Leo L. Smith, 
Monsanto; program, Wilmer Cordes, 
American Steel & Wire Div., U. S. 
Steel Corp., Cleveland; finance, H. 
W. Leland, Apparatus Sales Div., 
General Electric Co., Schenectady, 
N. Y.; arrangements, Claude Riem- 
ersma, F. W. Dodge Corp., Chicago. 


NIAA to advertise advertising 
to industry's top management 


® NEW yorK—The NIAA has 
launched an advertising campaign 
to tell industry’s top management 
the importance and value of adver- 
tising. 

The campaign will consist of 14 
insertions in the Wall Street Jour- 
nal. 

The Journal is contributing the 
space to NIAA, and the ads are be- 
ing prepared at no cost to NIAA 
by Ketchum, MacLeod & Grove. 


Chapter publication revised 
. . to save $1,000 


® PHILADELPHIA—The format of 
“Deadline,” monthly chapter pub- 
lication of the Eastern Industrial 
Advertisers, Philadelphia, has been 
greatly simplified to save money. 
Extensive use of artwork, color 
and display have been abandoned 
in favor of a simpler publication 
printed on 6x9” pages stapled inside 


~ lal } 
~andaaian Wenerdil 


J. Grieve 
r F ‘oe T r r 
r, &. G. iayiol 
har 


M. Glebe, Jones & I 


Canadian Institute 


a heavy stock folder for mailing. 

“Deadline” had been costing EIA 
more than half of its total dollar in- 
come. The changes are expected to 
cut costs of producing “Deadline” 
in half—and give the chapter a 
$1,000 a year saving. 

A note in “Deadline” suggested 
the money might be used to provide 
a scholarship for a college student. 


Robinson gives four points 
te increase ad efficiency 


® PHILADELPHIA—Dr. Claude Robin- 
son of the Gallup & Robinson opin- 
ion research organization says there 
are four basic pointers for increasing 
the “efficiency of the industrial ad- 
vertising dollar.” 

He listed his pointers in a talk 
before the Eastern Industrial Ad- 
vertising Association, Philadelphia. 
Here are the points: 


1. Reward—“Offer the reader some- 
thing in return for his time and at- 
tention.” 


2. Mental Work—“Don’t make the 
reader work too hard to get your 
point.” 


3. Validation—‘“Document user 
benefits instead of making unsup- 
ported boasts or claims.” 


4. Repetition—‘Keep repeating 
your theme to make it register.” 


on Past Presidents’ Night. They are 
1-55). They are, front row (I. to r.) 
Glover, Ferres Advertising 
H. Dowsett, General 
nstruction. Back row 

or, McLaren Advertising 
raphers; G. M. Smith, 


Acceptance Corp. 





A QUIZ OF INTEREST TO THE 


Industrial 


How would you save assembly time and allow 


greater design freedom in making armrests for 
automobile doors? 


A By using sponge-like vinyls with a plastisol skin 

covering, tool engineering in a major automotive 
company achieved an armrest which is molded in one 
step and allows complex styling plus a textured 
appearance. 


‘ 
How would you save time and money in the use 
of drill jigs without sacrificing freedom in design? 


A Introduction of 

standard jig boxes by 
men performing the tool 
engineering function at 
one company effected 
these savings. By using 
standard structural 
shapes for a family of 
standard designs, they 
discovered that an un- 
limited number of sizes 
can be produced. 


Through tool engineering, pro- 
duction systems are developed: 
and through continued tool engi- 
neering — planning and selection 
of the best products and new ideas 
— production systems are made 
better. 


Thousands of “problem-solution” 
details, of which the four shown 
here are typical, arise in the devel- 
opment and refinement of manu- 
facturing methods every day. 
Shouldn't your product or service 
be known in tool engineering 
circles when these 31,000 decision- 
making men are thinking of better 
ways to produce? 


How would you increase tensile strength at the 
point of most common failure in backup rolls and 
substantially lengthen roll life? 


A Astute tool engi- 

neering provided 
the answer to this 
question by cold 
rolling the fillets be- 
tween the neck and 
roll body of backup 


rolls. 


How would you increase life of punches used to 
put holes in 4” steel plate for cutting edge of 
snow plows? 


A By changing the grade of steel used in the punch- 
ing operation, service life of each punch jumped 
from an average of 900 holes to about 5500. 





TOOL ENGINEERING MEN NEED TO KNOW 
HOW YOUR PRODUCT WILL... 


. help them cut costs, increase production; anything 
that will help them do a better job of planning for 
maximum efficiency in manufacture. If you tell them 
these things about your product or service, you're 
sure they're interested. If you tell them in THE 
TOOL ENGINEER, you're sure they'll read it. 

Let the men who specify for industry find what 
they're looking for where they've chosen to look for 


it—in the pages of THE TOOL ENGINEER. 


In tool engineering— 
where knowing the 
top performer is 
essential—31,000 men 
read The Tool Engineer 


When the men performing the tool 
engineering function plan for produc- 
tion, they can’t be satisfied with second 
hest. They have to come up with the 
most efficient way to turn out quality 
products at minimum cost. 

They're specialists in production plan- 
ning, and specialists, too, in knowing 
where they can find the most timely 
and authoritative information on new 
product developments. The 31,000 
men in tool engineering have found 
their professional magazine — THE 
TOOL ENGINEER — written by ex- 
perts within their own field, is their 
best “new-idea” source. 

Consistent readership by the men who 
specify in product purchasing — the 
tool engineering profession — guaran- 
tees the attention you want for your 


product story. 


Iutoo! 


an meer 


PUBLICATION OF 
THE AMERICAN SOCIETY 
OF TOOL ENGINEERS 


10700 PURITAN AVENUE, 
DETROIT 38, MICHIGAN 





PROMOTION 


» IDEAS. 


BINGO! 


Prospects get into 
act at GE trade 
show exhibit 


” 


“Bingo! 

That electrifying call, which has 
raised innumerable dollars at in- 
numerable church and lodge socials, 
now is doing a promotion job for 
the medium induction motor depart- 
ment of General Electric Co., Sche- 
nectady, N. Y. 

GE has devised a trade show ex- 
hibit which gets the show goers 
right into the act. Each visitor at 
the GE booth is given a card, which 
is marked off like a bingo card 
except that in place of a number 
each square contains one of the 
selling features for a GE electric 
motor—such as “stronger slot insu- 
lation,” “water-shedding core,” 
“solid-cast rotor.” 


Bingo! . . Trade show visitors play ‘'b 


feature of electric motor is read off, that 


f the booth. 


of the back drox 


A pretty girl at the exhibit calls 
off the sales points as the prospects 
mark their cards. 

Winners get to take home a tie 
clasp with an emblem in the form 
of an electric motor. They also take 
home, in their minds, the reasons 
why they should buy GE electric 


motors. 


Apollo gives TB group Yule 
cards in low-key promotion 


The Tuberculosis Institute of Chi- 
cago and Cook County got its Christ- 
mas cards free this year—from the 
Apollo Metals Works, Chicago. 

The cards make an unusual type 
of low-keyed promotion for Apollo. 
They carry no mention of the com- 
pany, but each has a sample of one 
of Apollo’s products. 

Four stars are die cut into the 
outer fold of the card. Pasted to the 
second fold is a piece of polished 
copper which gives the die cut stars 


Ae 


their shine. 

The inner fold of the card carries 
a reprint of a biographical sketch 
of Einar Holboell, originator of the 
Christmas seal, which Apollo’s ex- 
ternal publication carried originally. 
The Tuberculosis Institute also re- 
printed the sketch in the December 
issue of its monthly publication. 


Take 


ICK@! 1S new promouon gimml 


All You Can Get. . W 


n 


New promotion gimmick from 
an old saw: wooden nickels 


“Don’t take any wooden nickels” 
isn’t such good advice any more. 

Wendell-Northwestern, Minneap- 
olis stamp manufacturing company, 
reports that it is making “thousands 
upon thousands” of wooden nickels 
and all sorts of people are taking 
them—in fact paying hard money 
for them. 

They're buying the nickels for 
use as sales promotion gimmicks 
in direct mail pieces or as conven- 
tion or trade show give away items. 
So far the company has had only 
one complaint. It came from a man 
who played the wooden nickels in 
a dollar slot machine in Las Vegas. 
When the bandit 
jammed, he that the 
nickels didn’t stand up very well. 


one-armed 
complained 


‘Production’ goes ‘on record’ 
to promote special issue 


A transparent, 78 r.p.m. record 
has done a good promotion job for 
Production, Birmingham, Mich. 
To promote its special January 
automotive issue, Production sent 
a 6x6” direct mail folder to agencies 
and prospective advertisers. 
Pasted to an inside fold of the 


rhe) 
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SALES PROMOTION IDEAS 
continued from p. 97 


mailer was the record, cut on a 
square of transparent acetate. The 
recipient could tear off the- record, 
put it on his record player and hear 
all about the special issue. The 
mailer itself has only 35 words of 
copy on it, and most of them have 
to do with instructions for playing 
the record. 
Thomas R. 


publisher of 


Bramson, assistant 
Production, said the 
record got plenty of comment and 
production costs were “very rea- 
sonable” considering that it was 
produced in limited quantity. 

The mail piece was produced by 


McManus, John & -Adams, Bloom- 
field Hills, Mich., agency. 


Hooked. . 


How to keep your mail piece 
out of prospect's waste basket 

Gimmicks are getting Cincinnati 
Milling Machine Co.’s mail pieces 
read—and acted upon. 

The company uses direct mail ex- 
tensively to supplement business 
paper advertising for its “Cimcool” 
machine tool cutting fluid 

Each mail piece has a gimmick, 
and these gimmicks have spelled 
success for the campaign. 
they were corny. 
silly. But 


every one of them was read and 


“Sometimes 
Sometimes they were 
passed around,” says the company. 
“And every one of them told an 
important part of the Cimcool story.” 


Here are some examples: 


e A little bell attached to a tag 


which reads “Cimcool rings the 
bell because it covers 85% of all 
metal cutting jobs.” 

e A plastic bag with a card inside 
reading, “If too many coolants have 
left you holding the bag—switch to 
Cimcool.” 

e A paper picnic plate, on which 
was printed, “Isn’t this your dish?” 
e A small sponge, with copy ex- 
plaining that just as the sponge ab- 
sorbed water, Cimcool absorbed 
heat. 

The best puller of all was a trout 
fly, specially designed and manu- 
factured in pink (the color of Cim- 
cool). The fly was attached to a 


folder that said “For a prize catch 








— 
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Irom raw spud 
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french fried 


interest, 


R. Simplot Co., Boise, Ida. 





... Switch to Cimcool.” 

The fly was sent to a list of 20,000. 
Then 7,000 extra flies had to be made 
to take care of requests. 

The whole campaign has been 
studded with such enthusiasm from 
recipients. Because of requests, the 
mailing list has grown from _ 5,000 
to 28,000 and could have been bigger. 
Another reaction has been that near- 
ly everyone connected with the 
campaign—from friends and rela- 
tives of Cincinnati’s and its agency’s 
to prospects and cus- 
tomers—has come through with sug- 
gestions for new gimmicks. 

With the help of these promotions, 
Cimcool now is the world’s largest 
selling chemical cutting fluid. And 
its acceptance has encouraged Cin- 
cinnati to introduce six more types 
of cutting fluid, which, together with 
the original fluid, cover all types of 
metal cutting jobs. 


employes 


Jack-in-the-box promotes 
Acushnet products to industry 


Remember when you first saw a 
jack-in-the-box as a kid? You 
jumped back startled when “Jack” 
popped out, then examined the thing 
closely to see how it worked. 

Acushnet Process Co., New Bed- 
ford, Mass., is using the same trick 
to draw attention to its molded rub- 
ber and silicone products. The com- 
pany is sending customers and pros- 
pects what looks like a_ child’s 
block—-a gold colored cube with a 
large red or black “A” printed on 
each face. 

When the customer removes an 
elastic band around the “block” out 
pops a molded rubber “Jack” to re- 


Jack-in-the-box . . Sales message 
literally pops out at you from this Acush- 
net promotion piece. Dennison Mfg. Co., 


Marlboro, Mass., produced the box. 


veal a sales message printed inside 
the cover. 

The “Jack” is an actual sample of 
an Acushnet product—an accelerat- 
or pad bellows for an automobile. 


New way to mark anniversary 
- « give gift to charity 


A simple card—the only outward 
evidence of a major anniversary- 
went out from the offices of 
Schneider & Marquard, Brooklyn 
tool and die company, during the 
Christmas season just past. 

The card tells its own story best: 

“This holiday season marks our 


25th anniversary. We are fore- 
going the publication of the usual 
commemorative brochure and other 
observances. Instead we are ob- 
serving the spirit of the season and 
expressing our thanks to you who 
have helped us reach this milestone 
by donating $5,000 to be shared by 
the American Cancer Society and 
the American Heart Association .. . 
so that others less fortunate may be 
helped.” 

The company feels its 
“durable 


gesture 
gives than 
other means of celebrating birth- 


more value” 


days. 





New sales twist . . 


Todd's top brass 
hits the road 


= Here’s a reverse twist on the 
traditional sales meeting. 

Instead of holding a sales meeting 
to whip up interest in 1956 sales 
goals, the management of Todd Co., 
Rochester, N. Y., manufacturer of 
checks and check protecting equip- 
ment, has hit the road. The com- 
pany’s top executives spent a week 
in the field, making sales calls on 
customers. 

In all, 17 of Todd’s top executives 
are out selling, including 69-year- 
old Walter L. Todd, chairman of the 
board; George L. Todd, president; 
A. Richard Todd, executive vice- 
president in charge of manufac- 
turing, and Leonard T. Thomasma, 
vice-president in charge of sales. 

They traveled with the salesmen 
in the field as they 
regular sales calls. 


made their 

The week-long project was de- 
signed to show the company’s 300- 
man sales force how interested top 
management was in pushing the 
new Todd “Protectograph Dis- 
burser,” a combination check pro- 
tector-signer-dater, as well as the 
company’s other check-protecting 
machines. 

Todd officials felt that direct sales 
work by top executives would be 


Top salesman . . 
chairman Walter L. T 
week s 


tes new 


more effective in launching the new 
product than “cheering salesmen on” 
in field sales meetings. 

During their week on the road, 
the top executives made calls in 32 
American and Canadian sales terri- 
tories and ranged from Montreal to 
Dallas and from New York to Port- 
land, Ore. « 
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Advertising Volume 





in Business Papers 


December/volume 5.9% (in pages) over 1954 


1955 1954 Pagechange % change 





32,842 30,999 


Year to Date/volume 1.7% (in pages) over 1954 


1955 1954 Page change % change 





449,211 441,803 


December pages pages to date 


Industrial group 1955 1954 1955 1954 Industrial group 


Business paper page volume 

for 1955 up 1.7% over 1954 

# A sampling of 300 business pub- 
lications have reported to INDUS- 
MARKETING that the 449,211 
pages of advertising placed in 1955 
was 7,402 pages above 1954. This 
is doubly note- 


TRIAL 


increase of 1.7% 
worthy when compared to the pre- 
vious year-end report. 

At the close of 1954, the reports 
to INDUSTRIAL MARKETING made by a 
like number of publications showed 
a loss of 11,723 pages or 2.7% from 
the total placed in 1953. 

In reporting figures for December, 
class papers showed the largest in- 
crease—12.2% over December 1954. 
Industrial and product news groups 
increased by 7% (1,453 pages) and 
8.3% (226 units), respectively. 

Trade papers, which in November 
indicated a rise of 4.1% over the 
same month in 1954, took a drop of 
0.4% in December. 

Advertising in export publica- 
tions, which in 1955 has lagged 4.5% 
below 1954, had a December report 
of only 1,057 pages, compared to 
1,140 the previous December, for a 


drop of 7.3%. 


December pages pages to date 
1955 1954 1955 1954 
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Why TSN’s 1955 Advertising Volume 
Jumped 62.8% Over Previous Year 


GAN ig 


10-year Old Trucking Industry Product News Tabloid 
Greatly Expands Market Coverage and Editorial Service 


1,677 ad units in 1954; 2,669 in 1955. 
Such are the statistics on TSN’s current 62.8% 
gain, unquestionably one of the past year’s 
Outstanding media success performances. 

And, the gain is carrying over into 1956 
with the January, 1956, TSN around 50% 
ahead of last January’s advertising volume. 

Even though TSN’s advertising has been 
constantly going up (see chart), there are 
many reasons behind this recent impetus in 
advertising gain. 


TSN’s Circulation Advanced to 53,000 

In January 1955, the circulation of TSN 
was increased from 42,000 to 53,000, and 
TSN’s lead in market coverage became 
greater than ever. 

Not only was the circulation expanded, 
but the editorial service was greatly ex- 
panded in many ways. 

So, it was little wonder that the reader 
response to the vital fleet product news, on 
which only TSN concentrates in the truck- 
ing industry, became greater. 

The greater service to more readers, of 
course, adds up to greater results for more 
advertisers. 

3000 
2669 
TSN RECORD OF 


ADVERTISING GROWTH 





48 6490«( 50S 


More and more equipment adveftisers to 
the trucking fleet market are carefully ana- 
lyzing their media selections on: (1) reader 
action and reader interest (2) comparison 
of actual publication issues (3) comparison 
of ad positions and ad display (4) com- 
parison of market coverage (5) comparison 
of ad rates and cost-per-thousand, and (6) 


comparison of sales impact in terms of what 
advertising will help the sales department 
most. In such comparisons TSN stands head 
and shoulders above other fleet publications. 


ATA Convention Supplement Published 


In October, 1955, TSN’s editorial staff 
scored another ‘ ‘firse” . A 16-page American 
Trucking Associations 
Convention Supple- 
ment, packed with 
exclusive news was 
distributed at the con- 
| vention held in Wash- 
ington, D.C. 10,000 
supplements were 
printed containing 
news on the 17 ATA 
councils and confer- 
ences and on every 
one of the 51 affiliated 
State truck opera- 
tor’s associations. 

In addition to the copies distributed at 
the ATA convention, several thousand were 
sent to leaders of government, industry, and 
public opinion because TSN’s convention 
mews supplement told the story of ‘the 
Nation’s Trucking Industry’. 

For the ATA convention to be held in 
New York in October, 1956, TSN’s editor- 
ial staff is already working on some unique 
editorial ideas for another new and different 
convention news supplement. 











TSN Provides Many Special Services 


Besides publishing an effective advertising 
medium, TSN provides advertisers and their 
agencies many special services. 


Included among them are: merchandising 
TSN advertising to sales organizations, pro- 
viding direct mail lists, a unique inquiry 
forwarding system, assisting in field research, 
providing buying aids, supplying market 
data, offering its editors for consultation, 
helping with copy suggestions, photographic 
helps, assisting in providing speakers, pro- 
viding reprints, and others. 
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Forecast 


‘1 
| 
| 
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Forecast 


| | | 
| 1956 Fleet Market | | 1956 After-Market | 
| 


1 


[ | | [~ 
| Freight Handling | | Case Histories | Circulation and 


Costs Comparisons | 


Leet 


Brochure fore- 
casts 1956 sales 
of new trucks, 
trailers, semi- 
trailers, replace- 
ment tires, parts 
and accessories, 
motor fuel, ter- 
minals and ter- 
minal equipment. 





a 
Sales forecast 
on replacement 
parts, accessories 
and supplies, 
tools and equip- 
ment, refinishing 
materials, new 
plant and plant 
equipment ex- 
penditures, etc. 


Sales predictions 
on fork and lift 
trucks, conveyors, 
cranes, elevators, 
pallets, scales, 
hand trucks, dol- 
lies, strapping, 
batteries, and 
industrial bat- 
tery chargers, etc. 


Actual case stud- 
iesof TSN reader- 
reaction. Included 
is data on typical 
examples of pull- 
ing power on 
capital equipment 
as well as operat- 
ing and mainte- 
mance products. 


~~ -| 
Two charts show 
comparison of 
fleet market cov- 
erage by national 
fleet publications 
and comparative 
cost - per - thou- 
sand and cov- 
erage of indi- 
vidual segments. 








Stanley Publications, Inc., 22 W. Madison Street, Chicago 2, Illinois 
Phone: FRanklin 2-7450. Offices in: Detroit, New York, Tulsa, San Francisco, and Los Angeles 


Transportation 
—— News 


THE FLEET PRODUCT NEWS TABLOID 


In This Issue... 


Aiteraturs 


Combination Fue! Filter 


Store: Drive Catalog 


Lacquer Primer Sucecer 





What About 1956 and the Future? 


There are 10,000,000 trucks on the high- 
ways today. Experts predict 20,000,000 for 
1965 and 30,000,000 for 1975. 

What is going to happen to TSN’s cover- 
age of such an expanding market, so vital 
to America’s economy. 

Will TSN’s circulation go to 75,000, 
100,000, and over 100,000? 

It’s a cinch it is not going to stand still. 
TSN’s circulation will be expanded just as 
rapidly as it is feasible to do so in line with 
progressive publishing policies designed to 
keep pace with the industry. 

In advertising to any market, there is 
only one thing that counts. It is results 
alone that pay off. 

TSN and its sister-publication, JPN, are 
publications designed to produce results. 
These results start with providing them 
for their readers which in turn means that 
they are likewise provided for the growing 
family of consistent advertisers. 


TSN’s Sister News Tableld— 


The Only News Tabloid 
For Automotive Jobbers! 
Launched in June, 1955. 








With TSN serving 
the fleet field, JPN 
is its logical com- 
panion publication 
serving automotive 
wholesalers. JPN 
has the largest veri- 
fied circulation, 39,- 
091; the largest con- 
trolled coverage — 
41,122. Thus, JPN 
has top coverage of the market. Ad rates 
are lowest on a per-unit basis and on a 
cost-per-thousand basis. Editorial coverage 
includes: general news and features as well 
as merchandising and selling aids, news on 
parts, equipment, supplies and accessories. 

oe 2 

Stanley Publications is the only publisher 
offering combination rates in the automotive 
field. This makes TSN and JPN better buys. 
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December pages pages to date December pages pages to date 
Industrial group 1955 1954 1955 1954 Industrial group 1955 1954 1955 1954 





3 

Foundry 174 71 234! } Southern Lumber Journal 75 81 760 785 
sas 0 7 1201 l Southern Power & Industry 69 88 848 1050 
zas Age (bi-w.) 53 53 77 3 Southwest Builder & Contractor 242 206 3144 3077 
Heating, Piping & Air Conditioning 48 136 2283 217% Steel (w.) 7386 375 5501 5751 
House & Home : 157 2411 195 Telephone Engineer (semi-mo.) 115 100 1331 1283 
Ice Cream Review ; 64 53 38 Telephony (w.) 79195 148 1984 1855 
Industrial & Engineering Chemistry j 1082 12€ Texas Contractor® *120 113 1668 1563 
Industrial Finishing (4!/2x61/2) 3 /} 35" 2 Textile Industries 128 1631 1696 
Industrial Laboratories ] Lig 203 Textile World 13 142 2203 2307 
Industry & Power 35 47 ] 19 Tim! 1an 7 90 1242 1240 
Iron Age (w 154° 530 55 696 Tool En 167 178 . 2282. 2257 
( 3 104 1562 = 1361 

118 1694 1670 

sumberman 111 10¢ 1456 1343 Utiliz i 56 419 448 
Machine Design 261 253 29 308 1 ‘ lywood : 2 24 313 344 
Machinery 260 2 3343 352 V aste engineering 4 20 286 255 


Food Processing 8C 77 1025 101 SAE Journal 117 86 1333 1272 


Manufact s Rec 855 
Marine Engineerin : 1] Os 4 Waterways Journal (1 §°221 127] 


4 
Mass 


r chanization 

Metal Finishing 
Metal Progress 
Metal Working 


MAL 


December pages pages to date 
Product News Group 1955 1954 1955 1954 





Dlications are 


December pages pages to 
Trade Group 1955 1954 1955 





m & Building 
Merchandiser (bi-w.) 
corder (semi-mo.) 

N 


crt 


-urchasing 232 210 317 jf A ration Editi 
Purchasing News 47 g 1210 4( mbinations 21 26 Alf 422 
Juick Frozen Foods 17 ‘ i f Druggist Editions 63 52 s 983 
Railway Age (w.)” "137 13 194 ; ; xe 1 Merchandise— 
Railway Freight Traf y 24 3 3. lariety Store Editions 83 vz. 4 1446 
Railway I motives & Cx 99 32 Grocery Editions ] 63 1405 
Railway Purchases ’ 1] 3 ” llxl } : 
Railway Signaling & ‘leaning Lan World 5 5 707 
l 7 56 1106 
Railway Track & Structures ] 12 1886 
Roads & Streets 111 Dealer 2 3 715 
Rock Products 156 120 1690 ) Slectrical Merchandising 2 3 7 2 1942 
Rocky Mountain Construction } ll 06 Electrical Wholesaling 75 1110 
44 690 


ent Retai 
Continued on page 104 


Communications 


Rural Roads (bi-m - - 182 ] Farm f ent Retai 
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—Qur Biggest Year 


Read by producers of sand and gravel, 
crushed stone, cement, lime, gypsum and 
other nonmetallic minerals, PIT AND 
QUARRY reaches every segment of the field 
and every type of operation. 


It offers advertisers the most complete cov- 
erage of this big and basic industry whose 
annual output exceeds the combined tonnage 
of coal and all the metals. 


Aggressive editorial leadership has promoted 
the sale of equipment by stimulating interest 
in more efficient methods and machinery. 
This is why PIT AND QUARRY remains 
unchallenged as the most effective adver- 
tising medium in this important basic in- 
dustry. 


Use PIT AND QUARRY to spark your 1956 
advertising program. 


During these 15 consecutive years of advertising leader- 
ship, PIT AND QUARRY has carried a total of 3,527 
MORE pages of advertising than the second publication 
...an average of 235 MORE pages per year. 


We deeply appreciate the confidence of our advertisers 
and their advertising agencies who have made this record 


possible. 


This is proof that more industrial advertisers entrust more 
of their investment to PIT AND QUARRY each year be- 
cause PIT AND QUARRY reaches and influences the “men 


of decision” in the nonmetallic minerals field. 


Quality circulation and quality editorial content are an un- 





beatable combination. 


PIT AND QUARRY 


431 S. Dearborn St. Chicago 5, Ill. 


~ 2,055 Pages of Advertising 
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December pages pages to date 


December pages pages to date 
Trade group 1955 1954 1955 1954 Class group 


1955 1954 1955 1954 





December pages pages to date 
1955 1954 1955 1954 





December pages pages to date 
1955 1954 1955 1954 





Diesel Progress 


‘Modern Packaging 


New England Construction 
f nr 


“Paper Trade Journal 
Railway Age 
Mechanical Daily « 
American Motel 
Management Digest . 


thr 





Media changes. . Dr. R. K. Gould . . with the Texas 
ind inge 1 ee! 1ppointed been named editor, Lubrication En 
Robert T. Lund . . has been named ex Western adv« ng re} entative: I ng, Chi : 


1g0, the irnal of the 


i Jean P. J. Baltzell 


ar 





How Wittner Does It... 


Low cost industrial film yields publicity harvest 


Not long ago two critical problems 
faced the National Tool & Die Manufac- 
turers Association: its vital part in mass 
production was all but unknown to some 
segments of industry, government and 
the public; few apprentices were enter- 
ing this key American industry. 

Strategic action was called for—and 
swiftly mapped out. We recommended 
and produced a full-color, sound film 
“Tool and Die Making—Keystone of Mass 
Production.” 

Results: more than a thousand show- 
ings to live audiences...TV showings 
viewed by millions in a few months... 
nation-wide publicity in Collier’s Maga- 
zine, The New York Times, trade jour- 
nals and business papers. Industry, pub- 
lic officials, government agencies gained 
a new awareness of the critical impor- 
tance of tool and die making to all in- 
dustry. And, many qualified young men 
began to take a new look at tool and die 
maker apprenticeship. 


To top it off, the NTDMA won the 


American Trade Association Executives’ 
Grand Award for the best program in its 
class. Cost of this film? Only $15.000! 

We have served as public relations 
counsel to NTDMA since its inception. 
This report touches on only one facet of 
our overall services to the Association. 

If you would like to see this film write 
to NTDMA headquarters at Cleveland 
17, Ohio. 











Client’s magazine editor wins top national award 


Editor Kimzey Davis of Huber News, 
published for J. M. Huber Corporation 
of Borger, Texas. won the title “Editor 
of the Year,” awarded by the Society of 
Associated Industrial Editors in 1955. 


Kimzey Davis (right) receives award 
from Downs Mathews, president, 
Society of Associated Industrial Editors. 


Originally a 4-page mimeographed, 
safety-promoting organ called On Guard 
(circulation 300) and later renamed 
The Safety Pin, under our direction 
Huber News has developed into a 24- 
page, 2-color magazine, reaching 12,000. 
The same editor’s name has appeared on 
its masthead for 15 years. 

In our own publication we once wrote: 
“The house magazine has many custom- 
ers. It sells employees on their company, 
cements relations with suppliers, creates 


a favorable impression in the community 
and with editors. It keeps old customers 
and helps make new ones.” 

Today company representatives call 
Huber News “one of our best salesmen.” 
Customers call it “the best house maga- 
zine going.” Hundreds of reader-testi- 
monials prove a company publication 
can be a top friend-making and friend- 
keeping medium. 

Our congratulations to Editor Kimzey 
Davis! 


Global “do-it-yourself” program | 
introduced by ads and publicity 


For scope and results, few sales pro- 
grams match that of the Parsons & 
Whittemore/Lyddon Organization, with 
offices in 16 countries on 5 continents. 
This distributor of machinery and pulp 
encourages paper-poor countries to use 
their local fibers. Its “Private Point 4 
Program” offers aid in development, re- 
search, plant designing, and financial 
planning; in choosing machinery; even 
in selecting management to direct paper 
making and marketing operations—any- 
where. 

Planned. carefully timed publicity and 
space advertising quickly generated 
global demand for the full story. Two 
agency-produced books—Growing With 
the Paper Industry Since 1853, and The 
Mechano-Chemical Process for Produc- 
tion of Pulp from Straw, Bagasse and 
other Vegetable Fibers—now answer the 
flood of world inquiries about this pro- 
gram to encourage private paper-making 
enterprise in any free country. 

Mills have been built or are under 
construction in a number of countries 
throughout the world, 








“Ideas that are sound and sustained...” 


Hal Stebbins, in PRINTERS’ INK writes: 


“Some advertisers, choosing an agency, count desks. Others count heads... 


“Nothing in advertising is more potent—or more priceless—than an idea. 


Men who can manufacture ideas that are sound and sustained are few and 


far between.” 


We'll welcome you to count heads at our agency. It would benefit you 


more, we think, to count the ideas that have come out of those heads. Sev- 


eral are embodied in reports on this news page. Others appeared in pre- 


vious issues, and more will follow. The point is—we are always striving to 


produce the idea that is best. 


Judge us—and our ideas—for yourself. Send for back copies of How 


Witiner Does It...and our publication Advertising That Makes News. 


Freo Wittwer AbveRTISING 581 Fifth Avenue, New York 17, N.Y. 


Member, American Association of Advertising Agencies 


Telephone PLaza 9-7120 
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ELECTRICAL 
where CONSTRUCTION 


serves an 


AND MAINTENANCE 


UTILITY 
HI VOLTAGE ‘ 


UTILITY & em 


TRANSFORMATION 


METER 


LOW VOLTAGE ; 
ie & ft e 


SIGNALS 


CONTROLS 


DISTRIBUTION 


AUXILIARY GENERATION 


This diagram shows the area ELECTRICAL CON- 
STRUCTION AND MAINTENANCE serves editorially. 
It begins at the electric meter, the point where 
electricity enters the customer’s property—indus- 
trial, commercial or residential. It covers the 
auxiliary generation, transformation, distribu- 
tion and utilization of electrical power. This is 
the area in which ELECTRICAL CONSTRUCTION AND 
MAINTENANCE’s subscribers work—designing, in- 
stalling, maintaining and modernizing electrical 
systems for an expanding industry. 


A major item in this expansion: In recent years, 
engineers in industrial and commercial enter- 
prises have found it practical—and cheaper—to 
have electricity delivered from the utility “in 
bulk,” at high voltage, and then tailor this bulk 


power to their own particular needs. The tailor- 
ing involves the installation and maintenance of 
sub-stations, power centers, and other transform- 
ing equipment, and adds substantially to the vol- 
ume of work done by the electrical construction 
and maintenance industry. 


In the diagrammed area ELECTRICAL CONSTRUC- 
TION AND MAINTENANCE gives its paid subscrib- 
ers authoritative information on new electrical 
methods and techniques that help these men do 
their work better, faster, at lower cost. Editors 
are eight full-time staff men combining more than 
125 years of practical experience in the electrical 
industry. EL. C. & M. is the only publication 
serving the entire electrical construction and 
maintenance field. 


ELECTRICAL 
CONSTRUCTION 
~ AND MAINTENANCE 





expanding electrical industry: 


UTILIZATION 


PANELBOARDS 


WHO SUBSCRIBE? 

Only men with supervisory func- 
tions are accepted as subscribers— 
an influential readership. Included 
are 30,990 electrical contractors... 
heads of electrical departments in 
large commercial and industrial or- 
ganizations .. . consulting electrical 
engineers. These men, working as 
‘teams, select and buy the electrical 
equipment and supplies used in elec- 
trical systems. They are the three 
groups you must reach to sell the 
products used in all electrical con- 
struction, maintenance and modern- 
ization. EL. C. & M. is the only pub- 
lication combining these groups in 
its readership. 


LIGHTS 


MOTORS 


APPLIANCES 


WHAT DO THESE READERS DO? 


1. Electrical wiring for all types of 
buildings ... plant, office, insti- 
tution, public works, farm, home. 

. Maintenance and modernization 
of electrical systems in existing 
structures. 

3. Engineering and design of sys- 
tems in new buildings and ex- 
panding facilities. 

. The design and installation of 
lighting, electric heating, air 
conditioning. 

. The selection and installation of 
electric motors. 

. Reconditioning and rebuilding of 
motors, transformers, and simi- 
lar equipment. 

. Specialized outdoor construction 
and wiring for airports, bridges, 
tunnels, stadiums and highways. 


(in factories, commercial buildings, homes) 


AIR CONDITIONING 


ELECTRIC HEATING 


WHAT DO THEY BUY? 


The complete range of electrical 
equipment and supplies in a $3.6 
billion market. The list includes: 
Bus Systems ... Capacitors... 
Conduit, Duct, Raceways and Fit- 
tings .. . Electronic Equipment and 
Components ... Fuses and Circuit 
Breakers ... Hand and Power Tools 
. . . Heating Devices .. . Instru- 
ments and Measuring Devices . . 
Insulation Materials . . . Lighting 
Equipment . . . Motors... Motor 
Controls . . Safety and Meter 
Switches ... Signalling and Inter- 
Communication Equipment 
Solderless Lugs and Connectors... 
Switchgear, Switchboards, Panel- 
boards and Unit Sub-Stations . . 
Transformers ... Wire, Cable and 
Accessories ... Wiring Devices. 


AB? 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y. 





R E REMEMBERS THE MAN! 


Everybody’s talking about the sky- 
rocketing radio-electronic industry 
...With its fabulous factories and 


wondrous new products. 


But... 
° 


“Factories” can’t design a new electronic computer. “Prod- 


ucts” just don’t happen all by themselves. 


It takes engineers . . . thinking men . . . to make possible 
such things as hi-fi music... full-color TV... automation. 
Men are the key to the amazing growth of the radio- 
electronic industry. And these are the men IRE remembers 
...and does something about. 


“Proceedings of the IRE” Comes First 


The Institute of Radio Engineers is an organization of 
40,000 radio-electronic engineers. “Proceedings of the 
IRE” is completely devoted to these men and their accom- 


plishments. It is the one engineering journal in the radio- 


electronic industry exclusively edited to them and for them. Circulation: 40.516 BG) 
4 : 40,516 


FM, TV, radar, the computer, color TV, the transistor, 

scatter propagation, solid state electronics... all these and 

many more developments were first presented and developed article by article for their benefit 
in history-making issues of “Proceedings of the IRE.” 


“IRE Directory’ Is Industry’s Telephone Book 


As the only “index of the industry,” the “IRE Directory” 
lists all of these radio-electronic engineers and places at 
their fingertips the product data of more than 500 firms 
as well as the names, addresses and telephone numbers of 
more than 4000 manufacturers. 


Radio Engineering Show—World’s Largest 


And IRE gives radio-electronic engineers their day at the 
IRE National Convention and Radio Engineering Show. 
Six world-famous awards and 75 Fellowships will be 
granted this year in recognition of personal engineering 
achievements. And 704 exhibitors will present the prod- 
ucts of their engineers in over 4 acres of display at this 
fabulous show. 


IRE remembers the man! Is it any won- ; Proceedings of the IRE 


der then that the men remember IRE? 


That’s why you profit when, in selling the radio- IRE Directory 


electronic industry, you tell the radio-engineers. You The Incthute of Radio Engineers 
‘ ) 4 


tell and sell 40,000 of them in the pages of Advertising Department 
sing 
“Proceedings of the IRE” and the “IRE Directory.” 1475 Broadway, New York 36, N. Y. 
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copy chasers 


Superb copywriting backs up 
choice of Adman of the Year 


Company's ads take honors. . in spite of tough subject 


= Back in 1939, possibly inspired 
by Time magazine’s practice of se- 
lecting for its cover story in its first 
issue of the new year a “Man of 
the Year” (the previous year), your 
Copy Chasers began the habit of 
making an annual choice of indus- 
trial advertising’s “Man of the 
Year.” 

(Or maybe Time copied the idea 
from us, we dunno.) 

In the January 1939 issue of IN- 
DUSTRIAL MARKETING, we named as 
“Copywriter of the Year” Edwin L. 
Andrew, then vice-president and 
now board chairman of Fuller & 
Smith & Ross, in recognition of his 
efforts the previous year in behalf 
of the Aluminum Co. of America, 
and particularly for a campaign ad- 
dressed to the bus industry built 
around the theme “The Safe Way to 
Lightness.” 

In 1940, we named two “Men”: 
E. N. Neal and N. B. Reynolds of 
the General Electric Co. copy- 
writers who had turned out a cam- 
paign described by us as “a reflec- 
tion of industrial America’s happier 
face .. . a picture of the good that 
invention can accomplish in a land 
where every individual can at least 
hope for better days and men them- 
selves almost always are devoted to 
building, not destruction.” 

A year later it was Harry W. 
Fortey, director of advertising at 
Warner & Swasey, who, with the aid 
of Ken Akers of Griswold-Eshleman 


(who is still on the campaign), was 
producing those wonderful W&S ads 
which included that year the famous 
50,000,000 Frenchmen Can Be 
(The Ger- 
mans had moved in, without much 


Wrong and Were.” 
resistance. ) 

In 1942, Ed Andrew was a re- 
peater, due to more fine Aluminum 
Co. advertising reporting on alumi- 
num in war production, but not 
neglecting the job of “building good 
will, weather-eying the future mar- 
ket.” 

Theodore H. Marvin, advertising 
manager of Hercules Powder Co., 
made it in 1943, for having demon- 
strated, with an excellent informa- 


pic 


as inserted 





a d 


tive series, “how versatile and valu- 
able a war tool advertising is, prop- 
erly used.” 

Then came Elmer Gischel, adver- 
Walter Kidde, 


whose work had appealed to us as 


tising manager of 


particularly fresh, colorful and 


forceful a rather exciting touch 
in industrial advertising. 

In 1945, it was George J. Callos, 
Allis- 


Chalmers, who had converted what, 


director of advertising at 
in our opinion, had been “heavy- 
handed and hard-going” advertising 
into really dynamic sales promotion. 

Then, ten years ago, we found 
reason to assign the award to a man 
who turned out to be such a good 
writer that he later forsook the ad- 
vertising trade, went in for fiction, 
and produced “Executive Suite” 
and more recently “Cash McCall”: 
Cameron Hawley of 
Cork Co. 

We have taken this little trip into 
history for the reason that, now ten 


Armstrong 


years later, we have again had our 
attention brought to some fine writ- 
ing in Armstrong advertising. 

We have been particularly eager, 
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on any worsted equipment 
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POLYSTYRENE BEADS, result of heating a newly- 
developed plastics powder, look like this through the 
magnifying lens. When heated inside a mold they crush 
together and adhere to each other producing desired shapes 
or forms of amazing rigidity considering their extreme 
light weight. Of the plants reached by M&M, 81.3% now use 
plastics in the manufacture of their products; 22.3% are 
considering additional uses. 





Puts Engineering Materials to Work 
As Reported in Materials & Methods 


These illustrations and applications of 
engineering materials are from the edi- 
torial pages of Materials & Methods. 
More information on how and where to 
use engineering materials appears in 
M&M than in any engineering or design 
magazine. 


To reach the 29,000 engineers, designers 

and other technical men who pay to read oe Sra 
M&M—more companies advertise mate- JUMBO SPINNINGS FROM SHEET METAL... king- 
rials parts and finishes in M&M than size parts up to 15 feet diameter are now spun from sheets 


of aluminum, steel, stainless, nickel, titanium and other 


in any other magazine. alloys into shapes needed for jet engines, guided missiles, 
aircraft and ordnance components. 282 companies adver- 
tise spinnings or other types of parts and shapes in M&M. 


Photos: 

Koppers Co., Inc. (left) 

Phoenix Products Co. (top) 
Fromson Orban Co., Inc. (bottom) 


Materials Engineering in 
Product Design and Manufacture 


A Reinhold 
Publication 


GLITTERING ALUMINUM ...a new aluminum alloy can 


. . 
Wehrle 430 Park Avenue be polished to a mirror-like finish and dyed to any desired 
New York 22, N. Y. color to simulate precious metals, Here you see a number 


& Methods of products made from forgings, extrusions, stampings, 
spinnings, deep drawn and machined parts of this 99.9% 
pure aluminum. More pages on how and where to use 
aluminum and other nonferrous metals appear in M&M 
than in any other engineering or design magazine. 
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this year, to recognize a copy cam- 
paign, for several reasons. 

e First, we’re writers ourselves. We 
like to read good writing. 

© Second, we think not enough rec- 
ognition has been given, in recent 
years, to copy. Life came along and 
exerted a tremendous influence up- 
on advertising — in fact, a revolu- 
tion. Words became secondary to 
pictures. 

e And third, most of the work in 
the field of copy research has pro- 
duced findings in respect, not to 
copy, but to layout and illustration 
and typography. 

Copy research (denying the term) 
has not helped to improve copy. It 
has revealed little information that 
can be used in setting up criteria 
for good copy. 

This is too bad, because it’s diffi- 
cult to tell other people how to 
write. It’s even difficult to tell why 
good writing is good. Good writing 
isn’t constructed. It just comes. And 
this, in turn, means that an impor- 
tant part of our business is neg- 
lected in publications like this. 

And it is an important part of 
our business. Pictures catch the eye. 
Pictures demonstrate and explain. 
But it takes words to build convic- 
tion, to set a mood, to convert in- 
terest into desire and action. 

So, because it’s practically impos- 
sible to lay down rules for copy, 
about the best that can be done is 
to teach by example. 

You learn to write two ways. By 
writing. By reading. 

Recently, the same Ed Andrew, 
in a talk before the Midwest Con- 
ference of Woman’s Advertising 
Clubs, expressed this just right 
when he said that the advertising 
writer must fill “his personal well 
of knowledge, memory and feeling” 
full of what he reads. And when 
the time comes, he can “dip into 
his well-stored well and bring forth 
greatness.” 

He goes on: “This creative formu- 
la — the only one I know has 
been practised by every writer I 
know and by every man in business 
or public life who has succeeded, by 
his command of the written or spok- 
en word, in communicating excit- 
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ingly. Read early and read late, read 
the old and the new, read the classic 
and the popular. But read insatiably 

- not less than a book a week, pre- 
ferably two. 

“Saturate yourself with every- 
thing that everybody has said, seen 
or thought. Put it all in your well. 
Let it lie and read some more. Savor 
not only what is said, but also savor 
how it is said. Let it all shape itself 
within you.” 

Now, read some good copy. 

In magazines read by industrial 
management, Armstrong Cork has 
been running a campaign aimed “to 
create in the minds of businessmen 
an image of Armstrong as an in- 
genious and creative manufacturer 
of superior products for industry.” 

This is a common objective of ad- 
vertising. It is not an easy job. Some 
companies handle it by reporting on 
spectacular achievements — _ in 
terms of products or applications 
and the advertising is successful in 
proportion to how spectacular the 
facts are. 

But we suspect that Armstrong’s 
advertising people do not have for 
their use achievements that can 
compete with some that other ad- 
vertisers can use. “Adhesives, cork 
compositions, cork-and-rubber, felt 
papers and friction materials’ are 
not in themselves exciting (certain- 
ly not to management men), nor are 
the deeds which they accomplish so 
news-worthy that they compete 
with, for example, chemicals, basic 
materials, electronics, construction, 


etc. 


So the Armstrong people must 
have decided against attempting 
anything sensational, They must 
have decided to tell their story 
“straight,” passing up broad reader- 
ship, in favor of hoping to give a 
smaller audience as complete as 
possible a message on their prod- 
ucts. 

This is a campaign of spreads, re- 
porting on Armstrong experiences 
in industrial research, of problems 
met and solved, of new and unique 
manufacturing methods. The main 
copy gives the reader the basic story, 
and a series of diagrams (which are 
integrated with the main illustra- 
tion) provide a “science” for the 
reader who wishes to explore the 
subject in detail. 

This is not the most interesting 
copy youll find in management 
magazines. But if you'll keep in 
mind the objectives and the limita- 
tions set upon the copywriter by the 
strategy, we are confident you'll 
agree it does a fine job of (1) inter- 
esting the reader, (2) explaining the 
subject and (3) creating confidence 
in the company. 

Headline: “The Art of Making 
Friction Behave.” (Remember: the 
headline can’t be more specific than 
that in terms of market, because 
the markets are many, nor in terms 
of product, because the product has 
relatively little inherent interest, we 
suspect, at the management level.) 

Subhead: “How research men 
control the grip of friction materials 
to help cars, appliances, run smooth- 


er.” The copy: 





The art of 





making friction behave 
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Plastics Sales 
Up 35 in Year! 


Hit 3% Billion Lbs. 
for New Record 


NEW YORK, N. Y., Jan. 2—Sales of plastics and 
synthetic resins in 1955 went “through the roof” to 
hit the 3% billion pound mark in the course of 
breaking all previous records for the industry, 
Modern Plastics magazine reports in its current 
January “Review and Forecast” issue. Adding up 
to an estimated 35% gain over 1954 figures, the phe- 
nomenal upsurge was achieved without benefit of 
major new developments, the publication points out, 
with the bulk of the record poundage going into a 
host of established uses where plastics have dispos- 
sessed such “traditional” materials as metals, wood 
and natural fibres. 

The impressive diversity of applications for plastics 
materials and their across-the-board consumption 
by almost the entire gamut of manufacturing indus- 
tries is pointed up by the magazine’s detailed chart- 
and-text analyses. Equally impressive are exclusive 
summaries of capital equipment investment racked 
up by companies that produce or convert plastics 
materials. 

For decision makers in marketing and advertising 
the magazine’s “Review and Forecast’ issue is 
“must” reading. Its analytical breakdown of plastics 
activity into usable segments (by industry, by appli- 
cation, by material, by process) authoritatively fills 
the need for information about this exciting new 
sales frontier. 

[If you have access to issues of Modern Plastics, be 
sure to get hold of the January number. If you don’t, 
we'll be glad to fill requests for complimentary 
copies while the supply lasts. Just write to Business 
Department, MODERN PLASTICS, 575 Madison 
Avenue, New York 22, N. Y.] 
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Shifting gears automatically in an auto- 


mobile changing from “rinse” t 


“spin-dry” in a washer rapid-fire 


starting and stopping of an_ industrial 
sewing machine — all depend on how 
well a thin sheet of friction material in 
a clutch does its work. 

Although the job of the clutch — tc 
engage and disengage the driving force 

is nearly always the same, the way 
it engages may vary considerably. 

With an industrial sewing machine, for 
example, the operator runs a seam at 
high speed, stops on a stroke of the 
needle, turns the fabric, and races down 
another seam. Here, research men found 


that a cork clutch facing material operated 


“dry,” will take hold fast enough to take 


the machine from a dead stop to full 
speed in a fraction of a second. 
But the 


clutch in an automobile would produce 


same kind of fast-acting dry 
too much shock for both car and rider 
And if to avoid this shock the clutch 
plates were allowed to slip during engage 
ment, the heat generated might burn ur 
the facing material. 
engagements are com 
in the clutches of 
transmissions. Here cork facings 
are operated ‘wet’, that is, immersed in 
Surprisingly, cork keeps much of its 
high friction even when flooded with the 
same oil that lubricates the transmission. 
In fact, oil makes gradual engagements 
practical by carrying off much of the heat 
that’s generated. 

Changing the shape of the plates in a 
wet clutch produces different kinds of 
engagement, too. A flat plate with radial 
slots, for example, engages faster than a 
plain flat plate. On the other hand, a 
“waved” plate engages more slowly. 

Although there are many such mechani 
cal techniques, the art of making friction 
behave also depends a great deal on the 
compounding of the friction material it 
self. The research worker faces almost 
limitless possible combinations of cork, 
rubber, resins, and fibers. Even small 
changes in these ingredients or their 
proportions may make significant differ 
ences in clutch performance. 

ping a new material 

oroperties is a jok 

that takes a large measure of resource 

fulness and imagination. The only criterion 

for success, however, is found in the 
very practical question, ‘Does it work?” 

Examination of the reproduction 
of the ad will show how the dia- 
grams and captions give explanatory 
details. 


The only “commercial” is a short 
paragraph at the end inviting the 
reader to send in problems or write 
for a booklet on Armstrong Resi- 
lient Friction Material. 

Running in somewhat the same 
publications is a campaign of single 
pages, the purpose of which is “to 
establish Armstrong, long a manu- 
facturer of adhesives for use with its 
own products, as an important sup- 
plier of top-quality adhesives to in- 
dustry in general.” 

Appearance of the ads is striking- 
ly different; illustrations are wood 
engravings, no less. Headlines are in 
the form of user-benefits. Copy is 
consistently factual. 

Headline on one ad is: “Turn Out 
Sandwich Panels Fast — With This 
Easy-to-Use Adhesive.” The copy: 


The adhesive 


made 


Nothing remarkable, perhaps, but 
Unlike 


many big, multiple-line companies 


the information is there. 


which want everybody to read, 
Armstrong is content to address the 
most-likely-to-be-interested audi- 
ence, and never mind the Starch 
scores. 

Single advertisements in this ser- 
ies have drawn as many as 1,515 in- 
quiries. And Armstrong has climbed 
from a “nonentity” position in the 
field of 


“solid second.” 


industrial adhesives to a 


Still another campaign in one of 
the same group of magazines pro- 
motes Armstrong Acoustical Mate- 
rials to “the top executive classifi- 
cation of business men a group 
seldom contacted by either com- 
pany sales force or contractor per- 
sonnel.” 

The current 


campaign presents 








Turn out sandwich panels fast — 


with this easy-to-use adhesive 


Armstrong 


ADHESIVES 
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the facts in “editorial format”: 
photos, captions, fast-reading copy. 

Headline: “How Much Should 
Sound Conditioning Cost?” (That’s 
the way an editor would handle the 


the subject.) Copy begins: 


Armstrong runs a number of 
other campaigns in the archi- 
tectural, product design, textile, 
packaging and other industries. We 
want to tell you about one more, 
which runs in a druggists’ journal. 


Purpose is to show pharmacists 





How Much Should Sound Conditioning Cost? 


Today's acoustical materials 
offer wide range of prices 


Armstrong 


ICAL MA 











The way 
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(who have few ethical 
promoting their prescription depart- 
ments) how Armstrong glassware 
can help them expand their business 
in a professional 


legitimate, way. 


Illustrations are art treatments, 
from photographs of actual situa- 
tions involving in each case a phar- 
macist and the representative of a 
drug wholesaler. Copy is 
dialog, like this report of a conver- 
sation between pharmacist John B. 
Huff of South Bend and Lawrence 
E. Osborne, salesman for South 


Bend Drug Co.: 


mainly 


(Incidentally, the pharmacist is 
presented with the original artwork, 
and the wholesaler rep gets a nicely 
framed copy print.) 

In a statement which accompanied 
the sample of Armstrong advertising 
which we had requested for review, 
the philosophy of the company’s 
advertising is described as follows: 


Then the statement goes on to say 
something that should be taken to 
heart by many other advertisers: 


means of 





Armstrong & Glassware 











helping pharmacists 


him ideas... 
rmation con- 
business that 
In this way, 
for our com- 
manufacture 
taken over a 
substantially to 


sdaies volume 


How much of this philosophy is 
attributable to company policy and 
how much to Max Banzhaf, director 
of the Advertising and Promotion 
Department, we do not know. We 
do know that it is being carried out 
under Mr. Banzhaf’s guidance. 

How much of the copy is attribut- 
able to Armstrong’s agency —- Bat- 
ton, Barton, Durstine & Osborn 
and how much to Mr. Banzhaf and 
his division advertising managers, 
we do not know. We do know that 
he must have inspired it. 

(Division ad include 
Roy Minet, R. D. 
Wilcox, glass & closure div.; and 
D. J. Day, Jr., insulation and build- 
ing products divs.) 

So let Mr. Banzhaf decide how the 
compliments should be shared; for 


managers 
industrial div.; 


our part, we hereby name him In- 
dustrial Advertising’s ‘“Man-of-the- 
Year.” 





Max Banzhaf 


Director of Advertising 
and Promotion, 
Armstrong Cork Co. 


IM’s Adman of Year 
stresses insistency 


Armstrong Cork Co.’s_ long- 


standing advertising philosophy 
has rubbed off on its advertising 
director . . . with very satisfac- 


tory results. 


= Max Banzhaf is an exception in 
the advertising fraternity, where 
most individuals change jobs often. 
He started his career in 1938 at 
the Armstrong Cork Co., Lancaster, 
Pa., and he has stayed with it ever 
since. Today at 40 he is Armstrong’s 
advertising and promotion director, 
presiding over a budget reported to 
exceed $7,000,000, a good share of 
which goes into business publica- 
tions. He guides a varied program 
that helps move the company’s 
linoleum and 350 other widely di- 
versified products ($217,557,000 
worth in 1954) to the customer. 
The original tenets for the com- 
pany’s advertising were established 
by H. W. Prentis, Jr., the first Arm- 
strong advertising manager, now 
chairman of the board. He expressed 
the tenets as “consistency, persist- 


ency and insistency.” Mr. Banzhaf 
has followed them closely. 

Mr. Banzhaf began at Armstrong 
as a sales trainee and sold building 
materials for six years before he 
switched to 
campaign he waged to get his first 
job showed he was an advertising 


advertising. But the 


man. 

While a student at lowa State 
College, he heard of Armstrong’s 
program for hiring promising gradu- 
ates for careers with the company 
and of its policy of promoting with- 
in. He decided that was for him. 

But Armstrong’s campus recruit- 
ing emissary, who interviewed Max 
several weeks before graduation in 
June, 1937, didn’t share Max’s con- 
viction and he was among those 
passed by for Armstrong’s 1937 
training class. 

Undaunted, the young man from 
Marshalltown, Ia., spent the next 
year proving to the company that it 
needed him in its 1938 class. To 
keep the wolf from the door, he 
took selling jobs in Chicago and 
Dallas. He wrote letters to the com- 
pany’s general offices, expanding on 


his qualifications and keeping the 
company informed of his progress 
He took aptitude tests, made out- 
standing scores in selling ability and 
passed the information on to Arm- 
strong. He learned to know Arm- 
strong salesmen in the field, and 
studied the product literature. 

The company’s replies to Mr. 
Banzhaf’s barrage of letters was 
kindly, but without hope of a job 
A depression was on. But he kept 
writing. Just before the 1938 train- 
ing class was to report, one man 
dropped out. The persistent Mr 
Banzhaf was summoned to start 
training for a sales position in Arm- 
strong’s building materials opera- 
tions. 

His first assignment was Milwau- 
kee, calling on flooring accounts, 
lumber dealers and acoustical con- 
tractors. The aptitude scores were 
vindicated; he proved a good sales- 
man. 


How to become an adman. . 
One day in conversation with the 
manager of acoustical sales from 
Lancaster, Mr. Banzhaf made sug- 
gestions for promoting business. 
“Send me a memo,” the sales man- 
ager advised. In Lancaster, several 
days later, he received a presenta- 
tion of a complete merchandising 
and promotion plan, including sug- 
gested ads and sales letters. 

The plan made such an impression 
that the company looked for an ad- 
vertising post for Mr. Banzhaf. In 
1944 he was appointed manager of 
building materials advertising and 
promotion, He became assistant di- 
rector of advertising and prornotion 
in 1951 and director in 1952, upon 
the resignation of Cameron Hawley 
(IM’s Industrial Adman of 1945) 
who became a successful novelist. 

Mr. Banzhaf sums up Armstrong’s 
advertising philosophy like this: 
should 

year 
after year, in good times and bad; 
we try to put helpful information 
into our advertising so that when 


“We believe advertising 


be carried on consistently, 


the reader finishes a page he feels 
that he received a fair return for 
the reading time he gave us; and 
we strive to make our advertising 
reflect the kind of company we are 
-reflect and be a part of, the cor- 
porate personality.” * 
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Fee ferned reading 


says MARK PINKERMAN 
Vice President 
Reichhold Chemicals, Inc. 


“Industrial Marketing is the one magazine 
treating advertising to industry as a 
separate profession. I would never be able 
to stay abreast of developments without 
Industrial Marketing.” 


Mr. Pinkerman began his advertising career as a 
copywriter and account executive with firms in 
Marion, Ohio; Milwaukee; St. Paul; and Chicago. 

In 1946 he moved from Bendix Aviation Corp., where 
he was an advertising and sales promotion manager, 
to Reichhold Chemicals, where he was appointed 
advertising manager. In 1955 he was promoted 

to vice president. Mr. Pinkerman is a member of 

Phi Beta Kappa, Phi Gamma Delta, and DePauw 
University Alumni Assn. 


says HOWARD G. HAAS 
Vice President 
Mitchell Manufacturing Company 


‘Industrial Marketing is really an 
advertising workshop and a source for 
many promotional ideas. We use it to 
keep up-to-date.” 


Following graduation from the University of Michigan, 
Mr. Haas joined Esquire magazine in 1948. In 1950 

he became director of newsstand promotion for 
Coronet magazine, and later that year, was appointed 
to his present position at Mitchell Manufacturing Co. 
Mr. Haas is a member of the Sales Executive Club, 
Industrial Advertising Assn., Illuminating Engineering 
Society, American Institute of Management, and is 

a Board of Governors member of Chicago Boys Club. 


The magazine of selling and adoeiliaing lo business and andubly 
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WITH MEN WHO MAKE 
INDUSTRIAL ADVERTISING 


says CHARLES A. REINCKE 
says ROBERT LARUE Vice President & Treasurer 


View President Reincke, Meyer, & Finn, Inc. 


Holden, Chapin, Larue, Inc. 


“I’m hard on Industrial Marketing — my 
“Industrial Marketing is certainly keeping own copy, that is. For 16 years I’ve been 
pace or leading the way in a field under- mutilating copies by removing worthwhile 
going a revolution in thinking. In our articles both for routing to the staff and 
agency Industrial Marketing is not only for passing along to clients.” 


read — it is relied upon.” 
Educated at Culver Military Academy and 


TY Northwestern University, Mr. Reincke joined 
When Mr. LaRue became advertising manager the agency in 1927 following experience as 


of his high school paper at age 15, he decided that a seaman aboard an ocean freighter and 
advertising was the career for him. After receiving as a retail store salesman. He has served in all 
his degree in 1947 from Wayne university where departments of the agency becoming secretary 
he majored in advertising, Mr. LaRue joined in 1932, treasurer in 1941, and vice president 
his present firm, then Holden, Clifford, Flint, Inc. and treasurer in 1950. 

Today, he is vice president of the 29-year old, 

20-man agency owning its own building in Detroit. 


© 
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Concrete Know-how 
in action 


Cast on the ground, a warehouse 
wall is tilted into place. New tech- 
niques in concrete are planned and 
supervised by men with up-to-date 
technical knowledge. 7300 specialists 
in concrete — engineers, architects, 
contractors — get current and reli- 
able technical information monthly 
in the AC] JOURNAL. Your mes- 
sage can appear with the latest 
and best in concrete. Send for 
NIAA brochure. 


JOURNAL 
OF THE 
AMERICAN 
CONCRETE 


INSTITUTE 


18263 W. McNichols Road 
Detroit 19, Michigan 
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top management 


FORUM 


Top executives disagree on whether 
they should ever make sales calls 


One company made news lately by abandoning the annual sales meeting; instead, the 


company’s top executives went into the field and made sales calls with their salesmen 


for a week to help introduce a new product. The Todd Co., Rochester, N. Y., manufacturer 


of checks and check making equipment, announced that for a full week it “stripped its 


main office of its top executive and administrative personnel to form a flying task force 


which made actual sales calls in the firm’s 32 American and Canadian sales territories 


17 executive and administrative personnel joined the company’s 300-man sales 
force” (see p. 99). Todd officials felt that rather than “cheering the salesmen on” in sales 


meetings, direct sales calls by top executives would help more in launching a new product. 


What do you think of the idea? Are top executives ever justified in “making regular calls 


with the sales force,” as the company announced? IM asked that of several top execu- 


tives. Their answers appear below: 


Who was ‘minding the store’ 
while all the executives 
were out playing salesman? 


By N. J. MacDonald 


rresiaen 


® I am replying to the question: Do 
I or do I not think that the market- 
ing ptogram of a certain company 
is right. 

I am afraid that if I were the 
chairman of the board of that com- 
pany, I might call the president and 
say, “Mr. President, take a letter to 
17 executive and administrative 
personnel: 

Dear Sir: 

I understand from the press that 
during the week of November 14- 
17 you and 16 other executives 
made direct sales calls with our 
salesmen to introduce our newest 
product. As an exercise in humility, 
as a practical demonstration to our 
salesmen that you are not above 
doing the actual spade work on 
which our company lives, that jun- 
ket was commendable . . . but can 
the company afford it? 

I know you came up through 


sales, and the presence of a cus- 
tomer when you have a new prod- 
uct in your hands pours adrenalin 
into your blood stream. But I won- 
der how you handled the sale. Did 
you say, in effect, to our salesman, 
“Move over, Buster, and take point- 
ers from an old master’? I’m sure 
he learned something, for it’s a 
darling of a tongue you have in 
your head when you are selling. 
Only who was saving our salesman’s 
face while you were selling for 
him? Will he find it embarrassing to 
call on that customer again next 
month? Can the company afford a 
salesman who has lost face? 

Of course, the value of your little 
nostalgic journey back into selling 
all depends upon your purpose. If 
you went out to introduce our new 
product, then the value of your 
selling is questionable. You know 
there are only two reasons an ex- 
ecutive makes calls with a salesman: 


1. To educate himself, to learn all 
over again what his customers’ 
problems are, to keep himself from 
being isolated by subordinates from 
today’s difficulties, to understand 
his salesman’s viewpoint. 





2. To show his customers that he is 
interested in them as human beings, 
not in the size of their billing last 
month. 

Even though you successfully in- 
troduced the new product, do you 
think it was good business? The 
salaries of 17 top executives for 
four days! I tremble to think what 
those gold-plated introductions cost. 
One other minor question .. . 


field, who was minding the store? 
You are an executive in a com- 
pany with national distribution. No 
matter how successfully you sell, 
you cannot afford to sell products, 
especially to single customers. Your 
proper job is to appear before sec- 
tional or national groups and sell 
this company. Institutional selling 
... that is the highest form of sales 
work. It’s a challenge to your abili- 
ties, and such sales are worth every 
cent we pay you. 
Yours very sincerely, 
A. B. Grudge 
Chairman of the Board 
P.S. If you have been taking this 
down in shorthand, you had better 
seek another connection. This com- 
pany cannot afford to have anyone, 
not even a director, say . . “Take 
a letter, Mr. President.” 


Big wheels should stay away, 
other executives should call 


By Douglas O. Yoder 
President 
The Yoder Co. 


ind, O. 


= We believe that a company’s top 
executives should make a practice of 
occasionally going into the field with 
their They should pri- 
marily call on customers rather than 
just new prospects. 

Their call should be on the basis 
of “It’s nice to meet you—thank you 
for your business—we are sincerely 
interested in helping your company 
in every way we can and earn the 
right to be considered for your fu- 
ture business.” These calls will keep 
the executive informed first hand 

Continued on page 120 
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on what is happening in their cus- 
tomers’ and prospects’ plants. 

While on these calls, the executive 
should not by-pass the people on 
whom the salesman normally calls 

they should be his primary con- 
tacts. Using judgment, he may wish 
to call on president or vice-presi- 
dent of the company with which 
they are doing business. Or, in some 
cases, he should not see these peo- 
ple at all. 

Unfortunately, some management 
men like to dominate the conversa- 
tion. They try to do the salesman’s 
job, not knowing what the salesman 
has previously said or done. They 
want to show that they are the “big 
wheel” by taking over and telling 
everything they know. This only 
wastes the time of the person on 
whom they are calling. Executives 
of this type should stay away from 
customers entirely or learn to let 
their salesmen do the job. 

We at The Yoder Co. like to be 
called on by the executives of our 
suppliers. We are honored by their 


interest in us. 


Tact is the key . . with it, 
management calls are good 


By William L. West 


s The easiest way to find out what 
people want is to ask them and 
salesmen are no exception. 

National Sales Executives, through 
its local club, recently asked a rep- 
resentative group of salesmen in this 
area what they wanted from their 
sales managers. The answer? An 
overwhelming request for more 
sales help in the field! 

Far from causing resentment in 
the buyer, a sales call made by top 
company executives should make 
the buyer pleased that he is con- 
sidered so important as to have the 
top executives of a large national 
organization call on him personally. 
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Having company executives travel 
with salesmen is one of the most 
effective means of stirring enthusi- 
asm — not only in the salesman but 
also in the executive as well. Ex- 
ecutives can learn a great deal from 
with whom they 
travel; most salesmen do not like to 
write letters; as a result many ideas, 


the salesmen 


criticisms, suggestions, and opinions 
are never to the 
home office except during face-to- 
face chats with salesmen in their 
own territories. Many salesmen are 
dynamic, resourceful and creative; 
their ideas can be a gold mine to 
the company which takes the trouble 
to go out and get them. 

Any well run sales meeting has a 


communicated 


value in the inter-change of ideas 
among salesmen and in_ briefing 
with product knowledge, but to gain 
the cooperation and enthusiasm of 
the salesman, working with him on 
the firing line is the most effective. 

Tact is the key — the tactful ex- 
ecutive can make his visits with 
buyers and salesmen in the field 
extremely valuable, but one who is 
tactless can insult buyers and dis- 
salesmen without 


courage ever 


leaving his swivel chair. 


Chairman, president, v.p.’s 
make calls for Scully-Jones 


By James A. Scully 
Chairman of Board 
Scully-Jones & 


vhicag 


= We are convinced at Scully- 
Jones that there is definite value 
in having our top executives make 
field calls with the specific objective 
of promoting sales. 

We instituted a program in 1954, 
of our president contacting original 
equipment manufacturers, in order 
to become better acquainted with 
their top executives. During these 
contacts, he informs them about our 
research and development work, the 
special services available to their 
company, and expresses appreci- 
ation to them for the business we 
have received. 


Our vice-president in charge of 


sales makes frequent calls with 
our salesmen on accounts, and our 
vice-president in charge of control 
and finance has also made calls 
with our salesmen in specific in- 
stances, although his calls are not 
regularly scheduled. 

I have made four calls within the 
past month, two calls in the Detroit 
area, one in Cleveland, and one in 
Dayton, with our men to gage the 
acceptance of some of the new 
items being developed by our re- 
search and development division. I 
have held the conviction all my life 
that there is no substitute for actual 
experience and for seeing things 
first hand. We feel that the increase 
of our business from the OEM ac- 
counts is verification of the value of 
our top executives making direct 
field contacts. 


Management calls are fine, 
but don’t drop sales meetings 


By W. D. Kyle. Jr. 


rresidaent 


= I feel there is a place in our 
over-all sales activity for both sales 
meetings and customer calls by our 
top executives. 

While the top executives may be 
helpful in some instances in launch- 
ing a new product through cus- 
tomer calls, we would not consider 
it a substitute for a sales meeting or 
other method of completely inform- 
ing our field organization on a new 
product. We feel that our field or- 
ganization should be 
equipped to carry the story to all 
customers, both large and small, as 
well as the all important follow-up 
to the initial promotion. 


completely 


As our business grows in com- 
plexity, our top executives are prob- 
ably not as well equipped to talk 
about equipment details and appli- 
cation as are the field men who are 
dealing with these problems and 
discuss them on a daily basis. 

There are certain customers who 
expect to be contacted by our top 
executive group from time to time. 


ntinued on page 


No. 44 ofa sented, 
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alone. So can an external squad. 
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at his biggest level of usefulness. 
And keeping men at their highest 
skills is one of the oldest 
principles of efficient management. 
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coordination between interested 
departments. Write “what comes 
naturally”. Merchandise program 
through the sales force. 


Outside men: Get facts from 
field. Write what needs 
extra-ordinary skills. Assess 
desires of press (in all its 
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new media for your story. Counsel 
with the outside viewpoint. 


Both together: Program a series 
of projects which drives toward 
clear-cut sales targets. 
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costs nothing to find out how to 
put wings on your present 
program — once you get over 
this ‘‘either-or” idea. 


Harry W. Smith 
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They feel that they know our com- 
pany and our philosophy better as a 
result of these calls. 


Amount on price tag is factor 
in management sales calls 


By S. H. Hammond 


Chairman of Board 


® Our experience would indicate 
that it is diffcult, if not impossible, 
to formulate a general answer to 
the question, “Should field activity 
of top executives be substituted for 
annual sales meetings?” 
obvious that the 


It seems 
correct answer 
will vary with the circumstances of 
individual organizations. 

In our own case, for example, we 
have developed the practice of con- 
ducting two regional meetings of 
our sales personnel each summer, 
one in the East and one in the West. 
These meetings are customarily 
held in different places each year 
away from business surroundings. 
During the course of these meetings 
our top management personnel dis- 
cuss, on a program basis, the vari- 
ous phases of the company’s activi- 
ties with our sales office managers 
and their assistants. We have found 
this practice helpful and intend to 
continue it. 


On the 


times when a national gathering, 


other hand, there are 
not only of sales personnel but dis- 
tributors, may be indicated as ad- 
visable. An exemple is the intro- 
Heavy-Duty 
Trackmobile in September of this 
year. This was accomplished through 
a meeting attended not only by our 
sales office managers and Track- 
mobile field salesmen but also by 


duction of our new 


the distributors who represent us in 
some 60 distributing centers in the 
sale of this equipment. It was hardly 
possible for us to introduce this 
item otherwise, since the factory ex- 
ecutive would find it difficult to tuck 
a 9,000 pound machine under this 





arm and run around the country 
with it. 

In answer to your question con- 
cerning the practice of having top 
executives make calls with sales- 
men, I do not recall any incidents 
where buyers have resented such 
practice in our case. Perhaps the 
rather large price ticket usually in- 
volved in our sales makes the par- 
ticipation of a factory executive less 
objectionable. 

We have observed that rather 
frequently our factory executives 
are able to make contact with im- 
portant individuals in prospective 
customers’ organizations who have 
not been accessible to our field 
salesmen. 


When delivery is hard to get, 
customers welcome management 


By J. A. Coakley, Jr. 


rresiaent 


® Our top executives and sales ex- 
ecutives are constantly in direct 
personal contact with our branch 
offices, and on nearly every visit, at 
least one customer is contacted 
personally by the local department 
manager and the visiting executive. 

We find that our field repre- 
sentatives welcome the opportunity 
of bringing their customers together 
with our top management, partic- 
ularly because the final decision on 
the purchase of a sprinkler system 
usually is made by the top man- 
agement of our customers. 

In these times of tightening steel 
supply and territorial labor short- 
ages, it seems to lend confidence to 
our customers to hear someone from 
the home office give them the com- 
pany’s over-all position as to avail- 
ability and delivery. 

We in top management feel that 
it broadens our outlook to get 
around and see what is going on in 
other companies. We also welcome 
the opportunity of getting to know 
our customers face to face, and 
there have even been _ instances 
where the customer insisted on 
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someone from the home office being 
present at the awarding of a con- 


tract. 


Make calls? Depends on how 
good a salesman executive is 


By Elbert M. Gage 


1en 


= I believe that it is advisable for 
a company’s top executives to make 
calls occasionally with the compa- 
ny’s salesmen. But there are some 
qualifying requirements. 

No industrial buyer will be any- 
but flattered 
executive 


thing when a_ sup- 


plier’s accompanies _ the 
salesman to his office provided the 
executive is equal to the job, but 
there are certain things the execu- 
tive should keep in mind. He should 
be prepared to listen and not just 


talk. He 


terested in 


should be genuinely in- 
the 


and in most cases he should let the 


buyer’s problems 
salesman, who may be a friend of 
the buyer, take the lead. 

He should, at all costs, avoid act- 
ing like a “big shot” for he must 
remember that, while he is an ex- 
ecutive: in his own plant, he is ac- 
tually only a salesman in the buy- 
er’s office. 

I believe that a competent sales- 
man will welcome an _ executive 
making calls with him provided the 
executive conducts himself properly 

he will take pride in showing the 
company brass if the brass is pol- 
ished and worth showing. 

For the 
calls can be very stimulating and 


executive himself such 
beneficial. They will give him a first 
hand feel of the company’s market 
and will better enable him to inter- 
pret reports from the field and the 
impact of company policies on the 
ultimate customer. Furthermore, as- 
suming he is not in the sales de- 
partment, he will be better able to 
orient the function of his own area 
of responsibility into the total fabric 
of company operation. ® 
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Griffith, William H., adv. specialist, Kaiser 
Aluminum & Chemical Corp. ind 
ll aluminum 


pper ent 
pper, wpe} 


Harris, David H., asst. adv. & sales pro- 
motion mgr., Burndy Engineering Co. How 
transform engineers into write! Yi 

cajole, embarrass 


successfully, Oct., 


Harty, H. A., adv. mgr., Wolverine Tube 
Div., Calumet & Hecla, Inc. 


The ONE impression power 
that sparks progressive 
railroading! 


NOW! 6 NEW features 
giving even GREATER 
editorial and advertis- 
ing IMPACT! 


. ENLARGED EDITORIAL STAFF 
Now EIGHT full-time editors- 
including famed railroad writ- 
er Nancy Ford, our new Spe- 
cial Features Editor Also 
exclusive correspondents in 
Washington, Pacific Coast and 
Europe. 

. CLEARER WRITING 
Robert Gunning Associates 
counsels Modern Railroads’ 
staff on “Clear Writing.” 


. R. O. EASTMAN 
Editorial Readership Research 
now employed exclusively by 
MODERN RAILROADS in 


the railroad field. 


. STARCH ADVERTISING 
READERSHIP REPORTS 
Now available exclusively in 
the railroad field through 
MODERN RAILROADS. 


. ANEW KIND OF PROMOTION 

PACKAGE 
Merchandises advertising to 
company salesmen—most im- 
pressively. 4-color folder—dis- 
play easels—advance industry 
and personnel news—all sent 
direct to salesmen. 


. INCREASED CIRCULATION 
COVERAGE. 
22,513-BPA audit. More than 
DOUBLE the coverage of any 
other railway publication 
Greater WORLD WIDE Cov- 
erage, too . and ALL at the 
lowest cost per thousand, ALL 
KEY readers! 


Exceptional Editorial Achievements 
Pius Dominant, ‘‘Key Man Only” 
Coverage makes Modern Railroads 
the KEEN ADVERTISER'S CHOICE. . 


Today more advertisers invest 
more dollars — issue by issue — 
in Modern Railroads, than in Any 
Three Other Railway Publications 
Combined! Write! for newly-re- 
vised NIAA Media and Market 
outline. 


NB 
MODERN RAILROADS 77: 


201 N. WELLS STREET CHICAGO 6, ILL 
PHONE: STate 2-4121 
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EDITORIAL INDEX. . 
continued from p. 125 


fasteners d the 


Heymann, S. E., mgr., adv., sales promo- 
tion & market research, Signode Steel 
Strapping Co. Should you increase 


s staff? Dec., p. 69 


Hill, Robert G., adv. mgr., Columbia- 
Geneva Steel Div., U. S. Steel Corp. How 


revive a neglected market for Sé€ 


NIAA Topper, Sept., p. 88 
Hoffman, Fred L., sales promotion mgr., 
Lewis-Shepard Products. kay 


Ts nere § 


®Hummel, Francis E., asst. to exec. v.p., 
Bryant Chucking Grinder Co. 


Vv marKeils 


Insley, R. E., industrial equip. & industry 
adv., Apparatus Sales Div., General Elec- 
tric Co. If you have a big story . 


Junggren, Oscar < . mgr., Patent 
Scaffolding Co. 


Hoctiver . 
ene enes 


Kachigan, M. S., adv. mgr., Ladish Co. 


2 


®/Kidder, Market Re- 
search & Sales Analysis Div., Jones & 
Lamson Machine Co. 


Nathaniel, mar., 


Kopecki, Ernest S., mgr., pub. rel. & pro- 
motion, Selas Corp. of America. 


Lonergan, T. L., mgr., adv. & sales pro- 
motion, Sciaky Bros., Inc. S 


sept.. p. € 
oe} k 


Lundblom, R. G., adv. mgr., Universal 
Form Clamp Co. Picture ; 
‘mn. «ss Win iistri 


McKibbin, J. M., group v.p., Consumer 
Products, Westinghouse Electric Corp. 
justrial advertisers must seek customers 


t sales, Oct., p. 96 
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Muller, Frank B., adv. & sales promotion 
dept., General Electric Co. How to sell 200 
products with one ad campaign .. NIAA 


>pper, Sept 


Oldham, H. H., asst. dir. of adv., Republic 
Steel Corp. If you in't push product 


} NID A 


Pavitt, Matthew A., 
Sweet's Catalog Service. Catalogs 


distribution mgr., 


Redding, Winfield L., pub. rel. acct. super- 
visor, Ketchum, MacLeod & Grove. 

md better case study 
St. Thomas, C. E., mgr., adv. & sales pro- 
motion, Carboloy Dept., General Electric. 


z 1 fompiex § ry té art 


NY AA 
+4 


Stork, Franklin L., Jr., dir., Creative Sales 


Development, Fetter Printing Co. 


Venezian, Angelo R., asst. to dir. of adv., 
McGraw-Hill Publishing Co. | 


Wilkie, Robert H., 
Div., General Motors 


merchandising mgr., 
New Departure 
Corp. Gi 


Wilks, Paul A., marketing mgr., Perkin- 
Elmer Corp. picked an industria 


Williams, Bradley P., mgr., Public Infor- 


mation Dept., Masonite Corp. Tag ind 


Company Index 





Air Reduction Co. Th« 


Reduct 


Story 


Alvey-Ferguson Co. 


j 


keer 


American Tractor Corp. The 


ATT A 7 


nunt ViAA LOppe|rl 


x 


Angier Corp. 


by SIC classifications, Aug 


Armour & Co. 
Armour Industrial Soap Dept. transforms 
jismal sales failure into big success . . 


Putman award, Sept., p. 64. 


NTA A T 


NIAA Topper award for creating de- 
mand for commodity (big com 


pany), Sept 


Barry Controls. 42 tr , exhibits for 
he f non Un | promotional 


use, Nov., 


tne price 


George W. Borg Corp. How t 
septance and demand with 


pper, Sept 


Breuer Electric Mfg. Co. 80 sales 
eads are claimed B a 


67 


Burton Browne Advertising. Bees, keys, 


lize agency's 


RBryant Chucking Grinder Co. 


y markets 


E. D. Bullard Co. Hard-he 
Sampaion sells h Ira nats 


ze0rGgGe Anarews 


Butler Mfg. Co., Steel Buildings Div. 
clare rer soRn ++ per sales sh 


Cambridge Wire Cloth ‘Co. 


hows 


Caterpillar Tractor Co. $ 


one 
UU 


PCincinnati Milling Machine Co, 


n 


Columbia-Southern Chemical Corp. 


Delta Power Tool Div., Rockwell Mfg. Co. 
How small space ads sell one idea to 
many people Topper, Sept 

. 80. 
Packaging makes it easier to buy, hikes 


multiple 


sales, by Richard Brown 
adv. & sales promotion mgor., Delta 
P. Tool Div., Rockwell Mfg. Co., 


108 





Detroit Diesel Engine Div., General Motors 
Corp. What d your customers read? 
General Mot diesel division asked this 

customers who recently 


Brown, adv. mar. 





Div., General Mctors 


108. ; o 


Direct Mail Advertisers Association. Plan 
t mail in advance .. or you're 


word from Alc 


yee eae ie The Man With 


Du Pont Co. of Canada. Du 


fest 8 el cnr | 100 TITLES 


E. I. du Pont de N & Co. 
aye! mi - HPA . AND BILLIONS IN PURCHASING POWER 

nt goes lishing with 
Director of Sanitation He is the man who protects health, property and products 
Sanitary Engineer in Commercial, Institutional and Industrial Buildings. He 
Senttatton etl is actually the ‘‘Sanitarian,"’ but his title varies with the 
en ee type of activity he protects. A few of his many titles are 


Sanitarian h len: fell 
Supt. of Maintenance shown at the lett. 


Sanitation Superintendent WHAT DOES THE SANITARIAN BUY? Surveys show 
Director of Quality Control = tat ** Modern Sanitation” is read by 15,712 executives 
Sutene Bienen who supervise sanitation in 126,000 plants. Their direct 
Supt. of Buildings & Grounds purchases amount to nearly two billion dollars per year. 
Housekeeper Their recommendations account for several billion more 
Executive Housekeeper Besides buying detergents, soaps, floor compounds 
Plant Manager and coverings for floors and walls, the reader of Modern 
Works Manager Sanitation is an important factor in the buying of the 
Pint Gaghneee following equipment: 


Service Manager 


Industrial Hygienist 
Special Health Officer AIR CONDITIONING PLUMBING FIXTURES 
Plant Superintendent DRINKING FACILITIES REFRIGERATION 
Supervisor of Planning FLOOR MACHINES RESTAURANT EQUIPMENT 
Technical Director LAVATORY EQUIPMENT WASH ROOM EQUIPMENT 
: Z Research Director 
rid vs. Goliath as Four Wikecace ot Matnieaones A survey of readers of Modern Sanitation showing the 
y seeks sales, Oct Supervisor of Plant Cleaning annual purchases in more than 20 major product classi- 
Food Service Manager fications is available. 
Commissary Manager 


Four Wheel Drive Auto Co. Small « 


pany's low-cost show mpetes with GM's 


General Electric Co. 


Got a complex story to tell? Cart y 
does it with ads, by Charles St. Thomas, | 
mgr., adv. & sales promotion, Carboloy | 


Dept., General Electric, Nov., p. 144 


A POWELL PUBLICATION 
855 Avenue of Americas, New York 1, N. Y. BRyant 9-0499 


1 wit $s C 
campaign . . NIAA Topper, by Frank B 
Muller, adv. & sales promotion 

General Electric C Sept., 


p. 


1 have a big story 


big way .. NIAA Topper, . 
Insley, industrial equip. & industry adv. Many detailed and factual 


Apparatus Sales Div., General Electric | A DN <I | market analyses ore offered 
omega | : J , by business paper publishers. 
\ | You can get them by referring 

to your /956 


| 
Ready, set, go! Timing spells success | 
for Carboloy . . NIAA Topper, by C. E. 
St. Thomas, mgr., adv. & sales prom 
tion, Carboloy Dept., General Electric | 
} 
| 


Co., Sept., p. 100. 


General Motors Corp. 1956 M a r ke t D a t G & 


SM's ‘Powerama’ to dramatize indus 


trial power to public, July, p. 109. Directory Number 
A post-mortem on Powerama, Nov., p. | ae = : & Directory N , is 


EI PANDED 
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Advertisers get the BEST COVERAGE EDITORIAL INDEX . . 
of the Industrial Heating, Forging, Steel Plant continued from 0. 127 
and Heat Treating Markets through . . . Powerama . . industrial show for mil 


ions 


IN DUSTRIAL HEATI % G Hertz Corp. How ! iswer customers who 


call you a $&9 ! Complaints? Train 
and more manufacturers selling these markets use |. H. than any other publication! your sales staff to handle them this way 





Reach over 18,000 operating Executives, Plant . . sales promotion, Aug., p. 76. 
Superintendents, Foremen, Production Managers, if you make these products 
Plant Engineers, Metallurgists, Chemists, Fuel sell them through The Iron Age, ‘Th 
Engineers, Heating Specialists and Heat-Treaters trial paper, celebr 
through |. H. Industrial heating, as a market, INDUSTRIAL HEATING ois 

is now entering a perioc! where industry is re- oe ee ee ee a 
appraising all manufacturing operations that in- Treating Furnaces Forging Furnaces . . . —_ 
oe - gm of heat, ke rem of immediate Melting Furnaces . . . . Draw Furnaces Kaiser Aluminum & Chemical Corp. Dol- 
and extensive replacement by modern equip- 


Billet Heating Furnaces Normalizing lars-72n j ‘rents ads sell alumin im as ma- 
Furnaces . Galvanizing Furnaces ‘ . 
ment... and I. H, reaches every man con- Soaking Pits Annealing Furnaces thine stock . . pper, | 
cerned with industrial ‘cating operations .. . Open Hearth Furnaces and Accessories H. Griffith adv. specialist. Kaiser Alu- 


100% coverage, regardless of classification. eereneeners eel eee a8 


Rod Bakers . Dryers . Industrial Ovens 
Air Heaters . Dust Collectors . Ventilating 


y William 


1. H. Produces Results . . . Because |. H. is the Savciinent Seicy Beka Kilns 
only publication editorially specializing in alli Induction Heating . Burners . Pyrometers 
the industrial heating processes and equipment Valves . . .'. . Industrial Thermometers Kearney & Trecker’s giant ad packs ‘em 
needed in the manufacture, finishing, processing en aan eee ae ee 
and heat treatment of metals, advertisers have st Sanaciniiieedanens | aise 
found that even when the cost of single units Retorts _ Handling Devices . Conveyors Tool lease growing, AMA told. Trecker 
is relatively high, |. H. can and does move prod- Blast Gates . . Refractories . . Insulation ‘ 


Insulating Refractories Fans uS marketing men at 424 inausirl 


Kearney & Trecker Corp. 


news, Oct., p. 65. 


ucts economically in these classifications. 


Exhausters Blowers Boosters 
Carburizing Boxes Melting Pots 


On the right is a partial list of the products |. H. ch Sole sents Manan 
has successfully sold. Write today for specific Quenching Machines Quenching 
recommendations on how to sell your products Compounds . Heat Treating Compounds Lad 
most effectively through |. H. — Fool Pumps ——— ; 








ish Co. 
try Kach- 


INDUSTRIAL HEATING © 1400 Union Trust Bidg., Pittsburgh 19, Pa, "Le Roi Div.. Westinghouse Air Brake Co. 


the farm is an industrial mar- 





Irrigation engines 


by Glenn W. 


5.25 READERS PER COPY Ce ei a ae 
OF CONSTRUCTION DIGEST!” iaiihiia slain, ‘iis ce 


yhasers, here’s your answer, Hustle, n 





In a $7-billion annual construction market Lewie-Shepard ad 


NIAA Topper, 


r 








1 mor., 

5.25 readers per copy was the an- construction market of Illinois, Indiana 
swer to the following question in a and Ohio. (Including Northern Kentucky 
recent readership survey. “How many and St. Louis trading areas.) 


people besides you read your copy of 
Construction Digest?” To get your share of the annual 7- 


Line Material Co. Line Material learns how 

keep salesmen (sort of) happy, Dec., 

billion dollar Tri-State treasure, USE Con- 

Of 1,020 questionnaires distributed, struction Digest—where reader interest 

381 or 37.4 percent were returned! This is highest . . . where reader action is 
tremendous reaction proves that readers greatest! 


PLink-Belt Co. 


nent Dulas 


Institute, 
*From a readership analysis by Industiial K y shows ( increase in capital 


struction Digest. Research, Indianapolis, Indiana. 


of construction publications read and act Machinery & Allied Products 
on the information contained in Con- <— ; 7 


Project this ratio throughout the entire 
circulation and you get a total of over 
45,000 readers in the $7-billion annual [Consraverion Dras>> 
ie letsr 
PiOnTin f 
Names of respondents = 
available on request. Minnesota Mining & Mfg. Co. 


MA 
liims, samples heir >i 


ONSTRUCTION 


Over 8800 Readers . Indianapolis 


128 /in dustrial Marketing 





101/Circle on Readers’ Service Card 
How $38 billion will go 
for defense next year 

Ordnance, New York, has made avail- 
able a booklet showing how the 1956 
defense picture shapes up. Trends in ex- 
penditures for army, navy and air force 
equipment and material are analyzed, and 
a page is devoted to a summary of what 
trends industry may expect in the years 
ahead. 


102/Circle on Readers’ Service Card 
Canadian publisher 
issues survey data 

Office Equipment News, Montreal, which 
goes monthly starting with its February 
issue, offers a data folder surveying its 
market and the buying influences therein. 
The booklet also includes an explanation 
of the magazine’s automatic pass-along 
feature, by which the names or titles of 
leading company executives to whom the 
book should be shown, are actually printed 
on a slip attached to the magazine. 


103/Circle on Readers’ Service Card 
All about French Canadian 
construction market 

Buying influences in the French-speaking 
segment of the Canadian building and 
construction market are discussed in a 
folder issued by Batiment, Montreal. A 
sales presentation outline, conforming to 
NIAA standards, is included. 


104/Circle on Readers’ Service Card 
Banks reveal posts held 
by readers of magazine 

A study showing distribution of Banking, 
New York, within some 10,000 banks to 
which the American Bankers Assn, pub- 
lication is addressed each issue is now 
available from that magazine. Tables in- 
dicate a breakdown by states in answer 
to two questions: “Who is the first person 
to receive it in your organization?” and 
“Who else in your bank sees the mem- 
bership copy?” 





105/Circle on Readers’ Service Card 
Basic statistics published 
for automobile industry 

The 35th edition of “Automobile Facts 
and Figures” contains 80 pages of solid 
statistical material regarding production 
and sales of autos, parts and accessories, 
as well as information about registrations, 
travel, highways, taxes, ownership and 
other pertinent details. The booklet is 
offered by Automobile Manufacturers As- 
sociation, Detroit. 


106/Circle on Readers’ Service Card 
Here are materials needed 


for petroleum operations 
The Society of Exploration Geophysi- 


Readers’ Service Dept. 


5601 


marketing 
We kK 


® Send for these free selling tools 


cists, Tulsa, has published a statistical 
analysis of materials required during 1952 
for the completion of a program resulting 
in the exploration of 46,000 oil wells. 

Included are total volume figures of 
maintenance, repair and operating sup- 
plies, materials and components for con- 
struction of field equipment, automotive 
equipment and parts, pumps, and other 
pertinent products and services. 


107/Circle on Readers’ Service Card 
Two Capper publications 
analyze petroleum markets 


Petroleum and automotive markets as 
reported by subscribers to Missouri Rural- 


Continued on next page 
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BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9 P. L. & R. Chicago, Ill. 








Readers’ Service Dept. 
INDUSTRIAL MARKETING 


200 East Illinois St., Chicago 11, Il. 
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continued from previous page 


ist and Kansas Farmer (both Capper Pub- 
lications, Topeka), show the extent of use 
of petroleum products by farmers in those 
areas, in two separate booklets. 

Listing ownership statistics of 
products as passenger cars, motor trucks, 
field tractors and garden 
consumption of gasoline, 
cants for these purposes as well as for 
cooking and heating, the reports offer 
parallel data among samplings 
scribers to the two magazines. 


such 
tractors, and 


oil and lubri- 


of sub- 


108/Circle on Readers’ Service Card 
Production estimates 
for rock products in 1956 

Estimates of 1956 production totals, to- 
gether with comparative 1954 figures, for 
10 construction products are available in 
a report issued by Rock Products, Chicago. 
Charis, state-by-state statistics and an 
analysis of uses are given for cement, 
lime, gypsum, slag, 
stone, sand and gravel, ready-mixed con- 
crete, concrete products and concrete pipe. 

Three pages are devoted to statistical 


agstone, crushed 


Postage 


Will Be Paid 


analyses of the federal highway program 
and projected airport ccnstruction for the 
period 1956-59. 


109/Circle on Readers’ Service Card 
A year of progress 
in home improvement 

About 2,000 subscribers to Household, 
Topeka, Kan., have provided the pub- 
lication with basic information about im- 
provements and purchases for their homes, 
both past and planned. The study is now 
available in a 32-page booklet. 


110/Circle on Readers’ Service Card 
How to test 
corrugated boxes 

Manufacturers who package merchan 
dise in corrugated boxes will find informa- 
tion regarding testing of their packages 
in a 24-page booklet issued by Hinde & 
Dauch, Sandusky, O. It includes a com- 
prehensive check-list by which protective 
qualities and general efficiency of specific 
boxes can be judged. 


111/Circle on Readers’ Service Card 
The role of ceramics 


in modern life 
Such varied products as spark plugs, 


No 
Postage Stamp 
N 


lecessary 
If Mailed in the 
United States 








BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9 P. L. & R. Chicago, III. 





Readers’ Service Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Ill. 


Readers’ Service Dept. 
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CiTy & ZONE 


*Note inquiries for items listed not 
serviced beyond April 15, 1956 


nursing bottles, television sets and trucks 
make wide use of ceramics, according to 
a report just issued by Ceramic Industry, 
Chicago. Illustrated with job application 
photos, the two-color booklet lists pro- 
duction figures for the major products in 
which ceramics are used. 


112/Circle on Readers’ Service Card 
Lettering style index 
shows photo-lettering scope 
Containing over 275 styles of modern, 
hand-lettering type styles, a new “Letter 
Styles Index” has been issued by Film- 
otype Corp., Chicago, as a wall chart. 
Available is a 9x11” desk size index of 
much of the same material, for the guid- 
ance of individual artists, layout men and 
typographers. 


113/Circle on Readers’ Service Card 
Products Finishing 
issues NIAA medic file 

Following the recommended NIAA out- 
line form, Products Finishing, Cincinnati, 
has issued a new market and media file 
serving the field of “finishes on metal 
products, including all types of painted 
and plated finishes.” 


114/Circle on Readers’ Service Card 
Modern Machine Shop 
issues NIAA media file 

Modern Machine Shop, Cincinnati, also 
has issued a new market and media file, 
adhering to the NIAA Publishers’ Sales 
Presentation outline form. The field cov- 
ered, says the file, is the “entire field 
of metalworking wherever metal- 
working production, tooling or mainte 
nance operations are performed.” 


1185 /Circle on Readers’ Service Card 
Milk dealers discuss 
use of motor trucks 

Detailed responses by 1,153 milk dealers 
to questions about use of motor trucks 
and truck refrigeration in the industry 
have been published by Olsen Publishing 
Co., Milwaukee. The report shows number, 
age, number of daily stops, and types of 
refrigeration of the trucks, average miles 
traveled per day, purchasing potential for 
1956 and other pertinent data. Also in- 
cluded are quoted comments on various 
phases of trucking and refrigerating prob- 
lems submitted by the respondents. 








tion, National Engineerin 


New Departure Div., General Motors Corp. 
Gi make a sale, the 
convince design 1 
$ engineers 
mpany. 


Wilkia 
VV LIK IE 


New York Belting & Packing Co. 


indergo a change . 


Northern Industrial Supply Co. T 


ssions of an industrial distribu 


Patent Scaffolding Co. How 
1dvertising effectiveness by 46% 
Topper, by Oscar H. Junggren 


Patent Scaffolding Co., Sept., p. 84. 


Perfection Steel Body Co. It's ‘elementary’ 
blueprint makes successful industrial 
is, Nov., p. 94. 


Perkin-Elmer Corp. How we picked an in 
justrial agency, by Paul A. Wilks, mar 
keting mgr., Perkin-Elmer Corp., Nov. 


p. 105. 


Producers’ Council. 45 building product 


exhibits travel in one truck, Nov., p. 130. 


] 


Pyramid Electric Co. Broadened line, un 
isual ads, redesigned package hike sales 
. . Pyramid Electric’s aggressive merchan 
lising hikes volume 670%, Oct., p. 129. 


Reo Motors, Inc. Product-in-use photos can 
put sales wallop in your customer maga 
zine, by Phil Buckfire, ed. ‘Reo News,” 
Reo Motors, Inc., Dec., p. 108. 


Republic Rubber Div., Lee Rubber & Tire 
Corp. Republic puts all its eggs in one 
basket . . successfully . . NIDA award, 
Sept., p. 138. 


Republic Steel Corp. If you can’t push 
product quality . . what can you push? .. 
NIDA award, by H. H. Oldham, asst. dir. 
of adv., Republic Steel Corp,, Sept., p. 
129. 


Reynolds Metals Co. 
®The Reynolds Metals story, Oct., p. 
82. 


Reynolds sales training head shows 
way to new market. . sales promotion, 
Aug., p. 76. 


Sanymetal Products Co. It’s the little things 
Continued on page 130 








KITCHEN 
CABINET 


Everything and the kitchen sink 
is the way the modern 
merchandising plumbing-heating 
contractor views his business 
today. Of 22,000 contractors 
who operate retail stores, 

more than 15,000 sell kitchen 
cabinets, and an increasing 
number are in the compiete 
kitchen business. These 
contractors-turned-merchant 
have moved to meet the 
markets of today—selling with 
vigor, imagination and the 
aggressive desire to find 
profits. Their spirit makes a 
market with money for makers 
of products meant for the 
home. Part of it may be yours 
To find out how to reach 
it—call on PHB, the magazine 
that sells best because it 

tells readers most 

about their business 




















Write for your copy of 
the “Merchandising Contractor’ 


—latest report of a continuing 
study by PHB! 


“A profit-packed circulation that's countable" 


PLUMBING & HEATING BUSINESS 


130 EAST 59th STREET - PLAZA 3-9177 + NEW YORK 22,N.Y. 








AILED 
Con oe on 


AND 


TRAD 
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INQUIRIES | 


ARE A WONDERFUL THING 
. 


eee 


(a) They Come from 
Good Prospects 


(b) They Don't Cost too 
Much to Secure 


is pulling over 


INQUIRIES | 
per month 


as follows: 

Engineers vav-s--- 46.3% 
Contractors 17.2% 
Superintendents 11.8% 
Foremen .... 10% 
Purchasing Agents 1.4% 
Miscellaneous __. 1.6% 
Geologists & Chemists... 3.6% 
Officials 6.5% 
0. E. M.’s 4.6% 


LOW COST: 
Six insertions of a 1/9 page unit 
total only $720, and make 200,- 
000 reader impressions. Thus ad- 
vertisers benefit not only from a 
low cost per unit, but an amaz- 
ingly low cost per 1,000 readers 
. . possible because we have the 
lowest rates and highest circulation 
to the right people. 


Equipment 


The Magazine of 
PETROCHANICS 


FOR 
e DRILLING e PRODUCING 
e FIELD PROCESSING 
e PIPELINE e@ REFINING 
e@ PETROCHEMICALS 


Published Monthly by 


THE PETROLEUM PUBLISHING CO. 
211 S. Cheyenne e@ Box 1260 
Tulsa, Oklahoma 
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EDITORIAL INDEX. . 


continued from p. 129 


Sciaky Bros., Inc. 
move int new marxets 


Lonergar 


sciaky 


Signode Steel Strapping Co. Sh 


saies Ss 
mann, mgr 1dv., saies prom 
ket research 


693 


Simonds Saw & Steel 


A. O. Smith Corp. A 


ting 


L. S. Starrett Co. Se! 
distributor second . . NIDA 


Sterling Grinding Wheel 
shows there’s no _ substitute 
talk . 
Sun Oil Co. Pin your 


Oj 


Sweet's Catalog Service. 
how t 
Matthew 


eets 


Sylvania Electric Products. Sy!vc 
flach ph + 


Synthane Corp. 

make hit with customer 

Texas Illinois Natural Gas Pipeline Co. 
New, fast way to send visual material 


‘ = 
thousands of miles, Dec., p. 81. 


Trade Ways, Inc. Univac f 


sales potential, Oct., p. 206. 


Tube Turns, Inc. F ways to sell dis 
tributor services through advertising 


NIDA award, Sept., p. 130. 


U. S. Plywood Corp. What is sales pro- 
by Richard J. Brown, sales promo- 


rp., Nov., £ 


motion? 
tion mgr., U. S. Plywood C 


116. 


U. S. Steel Corp. How t 


lected market for $6,140 . . NIAA Topper, 
by Robert G. Hill, adv. mgr., Columbia- 
Geneva Steel Div., U. S. Steel Corp., Sept., 
p. 88. 


Universal Form Clamp Co, Picture post- 
cards . . you can win distributor support 
with an idea like this, by R. G. Lundblom, 
adv. mgr., Universal Form Clamp Co., 


Nov., p. 92. 


Universal Winding Co. Universal's 18- 


year campaign . . what keeps it going? 
Service information is clue to longevity for 


textile machine ads, Oct., p. 156. 


Viking Air Conditioning Div., National- 
U.S. Radiator Corp. Show contest lures 
buyers assemble product, beat clock, 
July, p. 72. 

Westinghouse Electric Corp. New sales 
show features wide screen, directional 


sound, Oct., p. 80. 


Wolverine Tube Div., Calumet & Hecla 
How to catch customers with your direct 
fouse traps, snap fasteners 

Wolverine, by H. A. 

Wolverine Tube Div., 

Inc., Nov., p. 124. 


Wolverine .. to ex 
citing promotion .. by H. A. Harty, adv. 


mgr., Wolverine Tube Div., Calumet & 


Hecla, Sept., p. 112 
The Worthington Corp. Centralized control 
f export advertising . . how it works, by 
O. S. Cornejo, export acct. supervisor, The 


Worthington Corp., Nov., p. 98. 


Article Index/by subject 





@ Advertising 


The Airco story. Air Reduction Co. reverses 
the usual order of primary advertising ob- 
jectives by putting the role of backing up 
the sales force in first place . . an IM 


case study .. cover story, Dec., p. 85. 


The campaign was a success but we lost 
the account . . by an agency president, 


Oct., p. 97. 


Centralized control of export advertising 
. « how it works, by O. S. Cornejo, export 


acct. supervisor, The Worthington Corp., 


Nov., p. 98. 


DMAA — Chicago .. Plan your direct 
mail in advance . . or you're dead. That's 
the word from Alcoa, DuPont, American 
Air Filter admen, Oct., p. 126. 


Some dollar-saving suggestions to help ad 
managers with small budgets prob- 


lems, Nov., p. 16. 


Don’t misuse Starch and Readex, Rosberg 


warns publishers . . news, Dec., p. 28. 


Eight ways to make your truck promotion 


shift into high .. ~roblems, Dec., p. 16. 





Help your agency to help you. . editorial- 
ly speaking, Nov., p. 200. 


®Here’s what is happening to business 
paper advertising, by Angelo R. Venezian, 
asst. to dir. of adv., McGraw-Hill Publish 
ing Co., Dec., p. 72. 


How to increase advertising effectiveness 
by 46% .. NIAA Topper, by Oscar H. 
Junggren, adv. mgr., Patent Scaffolding 
Co., Sept., p. 84. 


How Starch, Readex findings differ on the 
same ads, by John W. DeWolf, v.p., G. M. 
Basford Co., July, p. 64. 


RHow a 29-man ad department builds 
campaigns for Link-Belt, July, p. 53. 


How we picked an industrial agency, by 
Paul A. Wilks, marketing mar., Perkin 
Elmer Corp., Nov., p. 105. 


How would you select an industrial ad- 
vertising agency? .. IM asks an agency 
president, Robert E. Allen, Fuller & Smith 
& Ross, Dec., p. 82. 


It costs more to get the job done... edi 
torially speaking, Dec., p. 168. 


It's back to school for industrial agency- 
men .. to learn new techniques, how to 
get ideas, cost accounting, Oct., p. 114. 


Research . . what can it do for industrial 
advertising? by J. A. Duvall, adv. sup., A. 
O. Smith Corp., Dec., p. 104. 


®The Reynolds Metals story, Oct., p. 82. 


Space reps air their gripes on advertiser, 
agency space buyers NIAA news 


Dec., p. 115. 


@ Advertising copy, graphics, 
production 


ABP award winners put the accent on 
user-benefits, Sept., p. 116. 


Ad coupon invites inquiries by SIC classi- 
fications, Aug., p. 68. 


‘AR’ editor tells how to save money on ad 


production . . NIAA news, July, p. 114. 


Broadened line, unusual ads, redesigned 
package hike sales . . Pyramid Electric’s 


ive merchandisi 





g hikes volume 


3S 


670%, Oct., p. 129. 


Copy chasers: 
Vague heads, coy copy spell seduction 
in this man’s book, July, p. 95. 


From nucleonics to nail files, simple 


copy tells it best, Aug., p. 101. 


Visual magnetism and wallop feature 
award winning ads, Sept., p. 143. 


Top institutional ads present straight 
facts, ably told, Oct., p. 193. 
Continued on page 132 








Construction is at a new high 
in Dixie... you'll reach a 
$2% BILLION MARKET in 
the 1956 Construction program 
in DIXIE CONTRACTOR'S 


Architectural or Engineering issues. 


There is no other pub- 
lication that will reach more 
contractors, architects, county, 
city, state or Federal agencies, 
industrial plants—and the allied 
industries than DIXIE CON. 
TRACTOR. Dixie covers the 


states shown on the map. 
Let us tell your 

message regularly to 

over 6,500 READERS 


throughout 1956 
at less than 2c PER CALL 


Phone, write or wire 


DIXIE CONTRACTOR, P.O. Box 2120 


Atlanta, Ga. Tel. EM-5321-22 











REAOING the 
IROW and STEEL ENGINEER 


is “part of the job” of every Steel Man in a 
Supervisory or Buying Capacity! 


Steel industry buying officials 
must read the Iron and Steel 
Engineer to keep pace with the 
industry and their jobs. Editorial 
and advertising pages keep them 
posted on all phases of engineer- 
ing and operations — products, 
equipment and services of suppli- 
ers. A consistent schedule of ad- 
vertising in this publication will 
pay off in increased sales for your 
products. 


Write for N.LA.A. Sales Pres- 
entation Outline! 


IRON and STEEL ENGINEER 


1010 Empire Bldg., Pittsburgh 22, Pa. 
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continued from p. 131 


Cummins builds merchandising feat with 
‘standardization.’ It's a big story, so they 


tell it big . . with 12-page insert, 


Distributors to manufacturers: Stress prod- 
uct, not use, in ads . . problems, J 


Don't stop the Putman awards, 89% of 


NITRA A 
NIAA news 


industrial admen vote 


Nov., p. 148. 


Du Pont pokes fun at screwy customer in 
mail campaign, t., p. 154, 

Dutch ad and reprint drive helps attract 
36 U. S. firms, Sept., p. 190. 


®Film fantasy fights obsolete machines 
with new weapon, Aua., p. 69. 


Got a complex story to tell? Carbolo 
does it with ads, by Charles St. Thomas 
adv. & sales 


General Electric 


to catch customers with your direct 
mail drive. Mouse traps, snap fasteners 
do the job for Wolverine, by H. A. Harty 
adv. mar., Wolverine Tube Div., Calumet 


& Hecla, Inc., Nov., p. 124. 


How Starch, Readex findings differ on the 
same ads, by John W. DeWolf, v.p., G. M 


Basford Co., July, p. 64. 


®How a 29-man ad department builds 


T 


campaigns for Link-Belt, July, p. 


IM presents 1955 portfolio of award- 


winning industrial ads, Sept., p. 63 


It's ‘elementary’ . . blueprint makes suc- 


cessful industrial ads, Nov., p. 94. 

®Le Roi finds the farm is an industrial 
market . . but selling its irrigation engines 
presents complex problems, by Glenn W. 
Graf, mgr., adv. & sales promotion dept 


Westinghouse Air Brake 
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NIAA Topper awards: 
Armour & for I 


mr 


advertising 


mpany), 


National Industrial Distributors Assn. 
awards: 


NCW 


jirect 


Sept. 


Picture postcards . . you can win distribu- 
tor support with an idea like this, by R. 
TY T 


x, Lundblom, adv. mgr., Universal Form 


vlamy 


The printed matter monster . . is it real or 


fancied? . . cover story, by Harold Elfen- 
bein, adv. mar., Parker-Kalon Div.: General 


Transportation Cory Nov., p. 


i 
Product-in-use photos can put sales wallop 
in your customer magazine, by Phil Buck- 


ed., "Reo News,” Reo Motors, Inc., 


108. 


Putman award .. Armour transforms dis- 
mal sales failure into big success, Sept., 


A 


64. 


Tags and a guarantee beat prejudice 
against a product, by Bradley P. Williams, 


mor., Public Information Ds fasonite 


Corp., July, p. 68. 


Universal's 18-year campaign .. what 
keeps it going? Service information is clue 
to longevity for textile machine ads, Oct., 


156. 





Bradford Supply Co. Bradford, Pa. 


Motors’ diesel division asked this question 
of 5,000 customers who recently bought, 


by James W. Brown, adv. mar., Detroit 


| 


What do your customers read? General | p h oto- m u ra Is 
| 


Diesel Engine Div., General Motors Corp., 


Oct., p. 108. 


Which ad attracted more readers? 


Shel 


(c 
ion 


Picture-copy vs. all type ad 


Chemica rp. and eville Chemical 


vs. uncluttered (Buffalo Forge 
‘larage Fan Co.) Aug., p. 128 
product-in-use (Great Lakes 

Steel Corp. and Carpenter ; 


Sept 


Claims vs. how un Oil ; j 
Texas C ct., p. 66. are wall Leading companies have found 


lai a Baar Photo-Murals to be a unique and 


i aaa race ati i ) a decorations profitable way to put reception areas 
to work. We manufacture photo- 

that sell murals to your order, in black and 

vs. product Is (Pure Oil white, sepia or full color, from your 


Sun Oil Co.) Dec., p. 49 good will! photograph or ours. 


tion Pr 


@ Business Paper Publishin 


Ad manager asks publishers to stop spe- 


cial issues .. letters, Sept., p. 12. : Waters Exhibition Bldg. 
Ad manager's gripe: It's hard to compare for Information GRAND RAPIDS, MICHIGAN 


circulations . . letters, Nov., p. 8. 


Advertising volume in business papers, 
July, p. 82, Aug., p. 82, Sept., p. 160-B, 


ils. ic HER Mc 1S Dees ge. 122. P connections that 


‘American Aviation’ drops ABC, fight looms | \\) \ * 
on ABP membership . . news, Dec., p. 154. 





Business paper ads sell better than you 
think . . news, Oct., p. 56. 


Consultant comes to defense of publishers’ IN THE PROFITABLE DAIRY INDUSTRIES 


12. PLY The most complete coverage available . . . and the lowest 

cost per thousand advertising rates. No waste circulation 

‘ : Hand picks buyers by pin-pointing separate branches in 

Don’t misuse Starch and Readex, Roseberg ~ selective, competitive dairy markets. Individually each 

li ss Tim 08. | ‘ OLSEN publication is undisputed leader in the market it 

warns publishers . . news, Dec., p. 28. } serves . . . effectively penetrating and influencing the 
important buying level. 


special issues . . letters, Dec., p. 


Facts: What media man needs, what ; _— 
: Reach your prospects regularly in the publications they read 


business paper must give . . news, Nov., | ie 
| . THE MILK PRODUCTS JOURNAL .. . 4,128 paid circula- 
p. 185. | 4 tion . . . and the ONLY monthly ABC publication serv- 
ing the industry that processes over half of the nation's 


Good publisher is part s.o.b., Putman tells milk into butter, cheese and other milk products 
space salesmen . . news, Nov., p. 187. THE ICE CREAM REVIEW . 1,066 more paid subscribers 
os « more exclusive advertisers and 130 more 
Slese's | whet  bepeening ic busines exclusive advertising pages than the next publication. 
1 | eae ee Ay a THE MILK DEALER . . . 136 more advertisers . 99 more 
paper advertising, by Angelo R. Venezian Ba - . exclusive advertisers . and 186 more exclusive adver- 

asst. to dir. of adv., McGraw-Hill Pub- 4 tising pages than the next publication. 
lishing Co., Dec., p. 72. ‘ THE DAIRY INDUSTRIES CATALOG . . An invaluable 
annual statistical and buying reference used by dairy 

Industrial admen, editors in hot spot over plant buyers for 28 yeers. 


censorship . . from Washington, Aug., p. | f Pe 
P , oe P ) Write, Wire or Phone for Free Market Data Folders 
18 re) for All or Any of The Olsen Dairy Publications. 


‘The Iron Age,’ first industrial paper, cele- 


122. 


BRoadway 1-1135 


brates centennial, July, p. 


Simplifying ABC procedures . . editorially 
speaking, July, p. 190 | THE OLSEN PUBLISHING CO. 


®3 sins of business paper selling, by 1445 N. Fifth St. Milwaukee 12, Wis. 
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SEE how ADmatic 
Can tell your story 
with color slides 


© In Trade 
Shows 


© Store Windows 


® Sales Meetings 


Put FULL COLOR and 
ACTION into your sales 
messages — attract 
more prospects — with 
this automatic slide 
projector — runs 





continuously — day 
and night. A new 
message is shown 
every 6 seconds on 
large screen. It holds 
30 easily changed 
slides. Available with 
synchronized sound 

show. 
Use the ADmatic as a ie Nes 
visual salesman wher- '// folder 
ever people gather, or “Ae 
for training programs 


OR BUY 
ADmatic 
for your 
next trade 





THE HARWALD COMPANY, INC. 


1216 Chicago Ave. * Evanston, III 
DAvis 8-7070 








It takes more than $15 billion worth of 
goods a year to keep today's industrial 
plants and equipment at peak efficiency 
And that’s the market INDUSTRIAL MAIN 
TENANCE AND PLANT OPERATION covers 
fur advertisers 


With the largest circulation in its field, 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION reaches more than 70,000 
maintenance, engineering and purchasing 
executives. 

It covers more than 42,000 plants in 22 
basic industrial fields. Only plants with 
50 or more employees or a $50,000 D&B 

1g qualify. 


Its verified controlled circulation is an 
impressive 99.66%—tops in its field 

Its cost-per-thousand is lower than that 
of any comparable medium 

It has a record of rapid and _ steady 
growth in advertising volume. In the 
past 5 years, the number of advertising 
nits has increased more than 47% 
Want more reasons why INDUSTRIAL 


MAINTENANCE AND PLANT OPERATION 
should be on your schedule? 


Write for Market Data Book nou 


INDUSTRIAL MAINTENANCE 
and PLANT OPERATION 


MAINTENANCE PUBLISHING CO. 
Philadelphia 1, Pa. 
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Richard C. Christian, dir. of research, 
Marsteller, Rickard, Gebhardt & Reed, Oct., 


p. 74. 


What do your customers read? General 
Motors’ diesel division asked this question 
of 5,000 customers who recently bought, 
by James W. Brown, adv. mar., Detroit 
Diesel Engine Div., General Motors Corp., 


Oct., p. 108. 


Why do editors high hat sales reps? If 
true, here’s why . . news, Oct., p. 46. 


@ Marketing, distribution 


The Airco story. Air Reduction Co. re- 
verses the usual order of primary adver- 
tising objectives by putting the role of 
backing up the sales force first .. an IM 


case study . cover story, Dec., p. 85. 


Can distributors improve profits? Yes, say 
executives . . and here’s how . . 
Oct., p. 161. 


Crain tells admen to get in on all market- 
ing functions . . NIAA news, Nov., p. 147. 
Distributor profits too low? Suppliers say 
it merits study, but ask distributors to look 


for internal inefficiencies . . news, Sept 


r AN 
Pp. 4U 


®Distributor urges suppliers, more train- 
ing, liaison, ads . . problems, Aug., p. 60. 


Distributors decry profit drop. Net profit 
dips to 1.16% of sales; urge ‘selective 
distribution’ as solution . . news, Auc 


ae 
p. 46. 


Distributors to manufacturers: Stress prod- 
uct, not us, in ads .. pr 


blems, July, p. 46. 
Dutch ad and reprint drive helps attract 
36 U. S. firms, Sept., p. 190. 


Executives tell why they launched new di- 
visions .. distribution factor . forum 
Dec., p. 148. 


From Washington: 


Industrial advertisers must seek customers, 


not sales, by J. M. 
Consumer Products, Westinghouse Electric 
Corp., Oct., p. 96. 


AcKibbin, group v.p., 


Market survey shows how foundries move 
materials, Nov., p. 182. 


Marketing consultant Wroe Alderson takes 
a first-hand look at distribution in the 
wi a ee Mw Oct. Dp: 71. 


New Construction Equipment study shows 
where heavy equipment is distributed . . 


news, Aug., p. 48. 


Offer tips on how to sell to new atomic 
energy market . . news, Nov., p. 33. 


Research . . what can it do for industrial 
advertising? by J. A. Duvall, adv. sup., 


. Smith Corp., Dec., p. 104. 


ae 
VU 


A. 
®The Reynolds Metals Story, Oct., p. 82. 


SIC and inquiries . . how to combine them 
to find new markets, by Francis E. Hum- 


mel, asst. to exec. v.p., Bryant Chucking 


Grinder Co. , p. 105. 

A. O. Smith keeps diversifying as more 
sales, profits beckon: How marketing is 
organized at A. O. Smith Corp., Nov., p. 


38. 


Study shows 50% increase in capital 
spending by 1965, Sept., p. 1S 


Trends: 
Metalworking aims to set a new volume 
record in 1955, July, p. 18. 


1955 food sales move toward $1 billion 


increase over ‘54, Aug., p. 26. 


shemical, marks big 


expansion i 


1mon seen in 


p. 30. 


faster than 
they can be used, Nov., p. 60. 


Public works market nears $115 billion, 


beckons suppliers, Dec., p. 60. 


Univac finds territorial sales potential, 
Yet., p. 206. 


Vast census details will start coming 
through in November . . news. Oct., p. 52. 


Will automation bring new methods of 
marketing? Nov., p. 182. 

@ Publicity, public & employe 
relations 

Annual reports . . copy chasers, July, p. 
Bees, keys, pistols and pens personalize 
agency’s memos .. sales promotion, Sept. 


p. i100. 


Communications man of the month: 








Robert E. Wilson, Standard Oil Co. (In- 


} 


diana), July, p. 126. 


Nathan H. Bergstrom, Bergstrom Paper 
Co., Aug., p. 98. 


Fred C. Foy, Koppers Co., Sept., p. 176. 


Company communications: 
What format for employe publications? 


Oct., p. 22. 


The story’s the thing. ‘Soft sell’ wins 


out in external publications, Nov., p. 50. 


Management answers worker's call for 


a 


Editors offer guide for getting more new 


product punch, Dec., p. 110. - ee p 
The Journal delivers your advertising to top ranking 


Employe communications .. public rela- officers of the Army, Navy, Air Force, Marines and 
tions: Coast Guard, who direct or recommend defense 
Unions win employe support which purchasing. For latest data on this influential 
company fails to invite, July, p. 124. military coverage, call or write; __ 





Pin your hopes on automation, Sun Oil 
é ARMY NAVY AIR FORCE JOURNAL, 1711 Connecticut 4 
tells employes, Aug., p. 94. Ave., Washington 9, D. C., HObart 2-6477 " ARMY NAVY - 4yp 


ive tied sere 26. cal Ae $ WEST: CHRIS DUNKLE & ASSOCIATES, 3257 W. 6th 
Five big ways to get in trouble with los Angeles, DUn 7-6149—3077 Turk Street, 
office and plant workers, Sept., p. 174. San Francisco, EVergreen 6-1582—405 Times 
Bidg., Portland, ATwater 2473 

$500,000 exposition lures 500 Caterpillar MID-WEST: L. B. HAMMOND, 30 N. LoSolle, 
dealers, reps, July, p. 123. Chicago 2, IIl., RAn 6-1843 


+. 6 ’ - . . EAST: McCLANAHAN & C0., 295 Madison Ave., 
GM's ‘Powerama’ to dramatize industrial New York 17, LExington 2-1234 


power to public, July, p. 109. 














Ideas unlimited for company party 


plus a warning . . problems, Dec., p. 18 

Preferred by 
How can industrial adman train himself as Here Are A Few Reasons 
public speaker? . . problems, Oct., p. 16. Progressive 


How to answer customers who call you a Engineers in 

&%&*—! Complaints? Train your sales 

staff to handle them this way . . sales pr e 

motion, Au. p. 78 Canadian § NAA « 

How to change your name and keep it, | as... 


dats ety. 12 INDUSTRIES _| TOP READERSHIP 


How to get more and better case study UTILITIES | ... In The Lower 
interviews, by Winfield L. Redding, pub. INSTITUTIONS MISSISSIPPI VALLEY 


rel. acct. supervisor, Ketchum, MacLeod & 
am ae | For the twelve month period ending No- 
Grove, Nov., p. 138. vember, 1955, Construction News Monthly 
’ published a total of 1,643 pictures, which 
How to make branch offices public rela- included 645 on-the-job action pictures and 
: : 2,016 pictures of identified personalities. 
tions conscious . . sales promotion, Nov. ingine ~ j M 
: ‘a For the twelve month period, ending No- 
vember, 1955, Construction News Monthly 
: : . ; pa ublished 7,122 col i 
How to transform engineers into writers. Reader Action? & ancien. a 


You can cajole, embarrass and spy on Write for ; a 

hem .. successfully, by David H. Harris details today. For the twelve month period ending No- 
them Y. by vember, 1955, Construction News Monthly 
asst. adv. & sales promotion mgr., Burndy and Construction News (weekly) published 


p. 179. 
Proof of 


a * ; a total of 18,598 t i i 
Engineering Co., Oct., p. 116. on . j » Ts. ° column inches of bid 


CANADA'S : ‘ 
How to win friends and influence engi- NATIONAL POWER MAGAZIN San: tallest teat ibn. 


neering students . . NIAA Topper, By J. A. Established 1907 nero sigt sere 
© fT 


Clark, Educational Adv. Sect., E. I. du A MACLEAN-HUNTER PUBLICATION | 
Pont de Nemours & Co., Sept., p. 108 } CONSTRUCTION 
Line Material learns how to keep salesmen MO D £ R Ny POW E 2 | 

mire wemeemenices | NEWS MONTHLY 
481 University Ave Toronto, Ont | 


New twist in Christmas greetings. Rein- LITTLE ROCK, ARKANSAS 
Chania ie send 198 NEW YORK CHICAGO LOS ANGELES 
ontinued on page 1v0 SAN FRANCISCO —- LONDON, ENG. 
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Pace-Setting 
Growth 


Larger increase in pages of 
advertising published than 
any other national fluid 
milk magazine, first Ll 
months of 1955 over same 


period of 1954. 


UP 58 PAGES 


Milk WEEVILS 
Monthly 


© 


912 Baltimore Ave. 


Kansas City 5, Mo. 


Nafional Representative 


gue Cc ie) P Pp & Associates 
1475 Broadway, New York 36, N. Y 
) East Wacker Drive, Chicago }, Ill 
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EDITORIAL INDEX .. 


continued from p. 135 


deers of Synthane plastic make hit with 


customers, kids, 


Picture postcards . . you can win distribu- 
tor support with an idea like this, by 


z 


Product-in-use photos can put sales wallop 


in your customer magazine, 


Recipe for a ‘good will’ ad 


Sterling shows there’s no substitute for 
straight talk .. NII : 


Sylvania pops world’s biggest flash 


photo, July e 


Tags and a guarantee beat prejudice 


against a product, by Bradley 


Top institutional ads present straight facts, 
ably told . . 1Sel 


@ Sales, sales promotion & mer- 
chandising 


The Airco story. Air Reduction Co. re- 
verses the usual order of primary adver- 
tising objectives by puiting the role of 
backing up the sales force in first place 


Ir AlV IS€ stuay ver story, Vec 


Are you a name forgetter? . . one man’s 


way to end it all, by Harold 


Broadened line, unusual ads, redesigned 
package hike sales . . Pyramid f 


Cambridge catalog shows ‘em 


Can distributors improve profits? Yes, say 
executives . . and here’s how . . forun 


+ 


Catalogs . . . how to distribute them for 
Matthew A. I 


best results, 


eet'c 


The confessions of an industrial distributor, 
I x, DeVries, pres., Northern Indus- 


AT..<- 
iN 


Direct mail researches itself . . edit 


1king, ¢ 


Distributor profits too low? Suppliers say 


ntinued on page 











DON'T MISS THE 


_ ee 
PROGRESS 


and 


DEVELOPMENT 


EDITION 
of the Portland 


DAILY JOURNAL OF 
COMMERCE 





lete r dup of b s and in- 
dustrial plans & accomplishments to 
date in the Pacific Northwest 


Invaluable business index medium 
Color 

Lithographed — 120 line screen 
Tabloid — 5 cols. x 15” 


Minimum 5000 distribution to business 
management 


Low advertising rates 


ADVERTISING DEADLINE: 
JANUARY 16th 1956 


Write or wire collect for sample copy & rate card 


Daily Jevsaatcfommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 











the Ring Binder that 
STANDS, SITS 
or LIES FLAT 


to get your prospect's attention 
At a flip of the fingers, it becomes a 
hard-hitting sales tool. Displaymaster 
props up at a 30° angle when prospect 
s standing, 60° when prospect is sit- 
ting. This better vision means better 
presentation. Sets up and takes down 
in a flash; no fussing with gadgets. 


SEND For Full Line Folder 


1720 West Washington 
CHICAGO 12, ILL. 

















Fee Advertising 


INDU ST RIAL and Merchandising problems 


are best understood and solved 


< eso lad SHOWS by men who 
RE oe . have served as 


Industrial 
Advertising 





January 
6-10..National Retail Industry ) ion y Pier hicag 
Madison Square Garden, New ..Radio Engineering Show, Kings. and Sales Promotion Managers 


York, 
Former industrial advertising 


hanned Mastin’ & Cedinantnn Dis as executives with practical experience 
play, Sheraton-Cadillac, Detroit ig CEO” tacoma predominate on the GJS staff. 


of Automotive Engineers 


rican Road Builders Associ May we discuss your merchandising 
Road Show, Municipal Audi tna i Baie ho and promotional plans? 
im, Miami Beach, Fla. slg Kiss acca ewes eee er 
“Advertising- Marketing since 1926” 
- National Assn. of Home Builders 
Coliseum, Conrad Hilton & Sher = 


man Hotels, Chicago. 


f Yational Packaging Exposi 
.-Plant Maintenance & Engineering eee ad has 
Show, Convention Hall, Philadel] : . 
phia. -12.. of Automotive Engineer: 
-National Garden Supply Trade eee ee aes ey Seer er Oe z 


Show, Power Equipment Panorama 
International Amphitheater, Chi 


ago. 
: GLENN, JORDAN, STOETZEL, Inc. 
307 NORTH MICHIGAN AVENUE, CHICAGO 


National Automobile Dealers B 
& Truck Equipment Exhibition, 





Armory, Washington, D. C. Ee ee aa eae 4 
-- American Industrial Arts Associ 4 *THAR’S Ol L 


ation, Schroeder 


National Advertising Industries Ex 
National 3g - waukee Auditoriur 


position, Morrison Hotel, Chicago. 


February ~W 2400 Exposition, Coliseum y-)_¥* TIDELANDS 


7) 


te 


6- 9.. Automotive Accessories Manufac- 
turers of America, Navy Pier, Chi- 


“ago. 


me 


_ us ? - American 
--National Garden Supply Trade ; 

os Castings 

Show, Power Equipment Panorama, 


Kingsbridge Armory, New York. 
; Restaurant Convention & AND IT TAKES BILLIONS IN SUPPLIES, 
ales Promotion Shc unicipa 
lee Promotion Show, Municipal seaition, ‘Mine Plies, Clitons EQUIPMENT AND SERVICE TO GET IT OUT 
Auditorium, Miami, Fla. 
In lationa Home B jing - Tideland legislation, higher allowable daily produc- 
Univers ] at Sports 3 ‘ as a tion and vast reserves have made Offshore Drilling 
Universal Travel & Auto Sports position, Collis Ne York the major field of expansion for the petroleum 
Show, Madison Square Garden industry. Development capital runs into billions 
. i ; Show nn ane As a supplier of the petroleum industry this 
New York. 7 See rT ae marine activity represents one of your finest 
I markets 
23-26 .. Pacific Automotive Show, This big Offshore market is highly specialized — 
1 : . Nationa Ass f Purchasing and OFFSHORE DRILLING is designed to appeal 
Auditorium, San Francisco. tee vr ee ae to its special interests and problems. Pin point 
Agents Inform-A-Show Audi your sales message in the magazine that gives 
= : maximum impact in this multi-billion dollar mar- 
March torium, Cleveland ket. . . OFFSHORE DRILLING 
~) 


11-13... NERSICA Exposition, Hotel Statler, . National Offic 


. 1 
New York. “All-Purpose” Business Show Circulation 


2nd & 3rd wks . . California International vention Hall-Commercial Mus = 
‘ ; Philadeloh 
Home Show & Builders’ Market Philadelphia. B ima 


Week, Exposition Bldg., Oakland, . Electronic Parts itors Show : 
Cc ~ +O ‘ 4,037 
Cal. onrad Hilton, Chicag - 
19-21... National Heating & Air Condition- . International 

ing Show, Automotive Bldg., Tor- position, Trade Show Bldg, New 624 eae nO a 9, LA 


onto, Canada. York. AN H. L. PEACE PUBLICATION 
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904 Reprint of aditorial features 
wineane jor available are offered here as a special 


Mf JX Vee ) fa e service to IM readers. Please 

: : send number and name of 

repfri I its article with exact amount in 
coins, stamps or check to: The 
Editor, Industrial Marketing, 200 

E. Illinois St., Chicago. 

of industrial Marketing Sorry, we can't handle credit 


we “ BANKING" 
rotcedte Belmont Nat'l. 
Dove 10/15/55 


oe ae 


"as 


& M | 
4 in. Wy orders under $1. We'll be happy 


feature articles to bill you for larger sums. 








The Air Reduction are - an IM case study 


ecember 


The Public Relations Department of the scat The Reyaolds ome - an IM case study 
Belmont National Bank, Chicago, pro- rawr 

vides motion picture programs for clubs, R263 Tine ¢ sins at business paper oiling . 
schools, and service groups in their n 55. 25¢ 


n, Octo 5. 25¢ 
banking community. R262 Le Roi finds the farm is an industrial market 


Graf, October, 1 10c 


by Ric C ristia 


or r nn VV 
These audiences are all either actual or Glenn 


potential customers of the Belmont R261 om, y inteotry inventory can lead to » Fipest markets 
Bank. by Nathaniel R. Kidder, g 55. 2 


Film ey — obsolete machinery 
August 


A 5-minute sound, color motion picture 
is shown at every meeting, which ex- 
plains in simple terms the value of the R259 Distributor urges suppliers te use more training eds 

Bank to the Community. Problems in Indust eting, August, 1955 

If you have a need for better under- } Ras The story. of Link- Belt Company and its marketing operations 
standing of your Company by your July, 1995. 50c 

local or national customers, why not | R257 Don’t snub smali space ads . . they're bigger than you think 
investigate the use of films? Copy Chasers, June, 1955. 25c 





Put coupon at top of ad, inguiries boom at International 


co y Paul R. Busey, May, 1955. 10c 
| R255 How sIC can give you the cost oPet J plant of reaching markets 
° t ¢ d ti | by Nathaniel R. Kidder, May, 1955. 35c 
o koductions 


TNC. RZ H k d h il 
6421 North California Ave * Chicago 45 + Phone AM 2-414) | © by at ek y dh ecg oy jwill sell tomorrow 
AAA AAAAAD2mOWARHRDQaARL_QXWVs—~O*+IL| 





soc 


Sonos SS = 


Soentins -* record again, place 508,788 pages in business papers in ‘54 
Pri, 1955 
BACON gets CLIPPINGS 12 ‘Droodles’ help sell Inland Steel's creosote oil 
. by Merle Kingman, March, 1955. 35c¢ 
‘ How to get distributors excited oon your product 
@ Make sure you get all published by Morris B. Rotman, February, 1955. 50c 


items about your or your client’s 25 How SIC can match media with cheseing, markets . . f 
business each month. Bacon’s by Kenneth L. Walters, February, 1955. 25c 


Clipping Bureau regularly clips over 2 Board chairman surprise choice as Advertising Man of Year 
3,240 publications for over 1,000 Copy Chasers, including article by Walter P. Paepcke, January, 1955. 75c 


clients. Approximately 100,000 2 What do you need most to be an advertising manager? 
clippings sent out per month, from by Robert G. Hill, November, 1954. 25c 


business, farm and consumer pub- 247 Can you use inquiries as a aly of ad .« “weed 
lications. An invaluable service to by Howard G. Sawyer, Decem 1954. 


ad managers, agencies, publicity ee paper volume to rise 5% to $372,000,000 in 1954 
and public relations men, research- by Angelo Venezian, December, 1954. 50c 


ers and others. Write for free How direct mail can help make your ads more effective 
booklet No. 55, “Magazine Clippings by Richard E. Tirk, November, 1954. 25c 

Aid Business. Unusual shape of business paper ad attracts notice to Buchanan 
November, 1954. 10c 


Two new books to help you 241 A portfolio of award-winning industrial advertising campaigns 
handle publicity more September, 1954. 75c 


effectively 2 RCA‘s quality control campai 
by E. T. Jones, August, 1954. Be 


BACON’S 1956 PUBLICITY CHECKER 23 The sales ig vere is losing -.™ if he doesn't use ads 


by Bernard Lester, May, 1954 c 
Coded by editors. Shows publicity 
used in 3,240 business, farm and 123 Before and after . . what have we learned from Readex? 
consumer magazines in 99 market by Howard G. Sawyer, December, 1953. 50c 

groups. Invaluable for making re- | 
lease lists — assures sending each Which ad attracted more besa goer 
editor material desired. Spiral | A selection Starch score from | 
bound fabricoid, 6%” x 9%" — 
256 pages. $15.00. Sent on approval. 2 Sales promotion ideas 
A selection from Industria! Marketing's monthly department. 75c 
, 
BACON'S ALL-NEW PUBLICITY HANDBOOK 
ye ‘ r How to know when to use manufacturers’ agents 
How to plan publicity using 14 basic by Thomas A. Staudt, Oct., 1952. 50c 
types. Help on release lists, writing, 
photos, budgeting and checking 2 A guide to better publicity 
results. 37 illustrations, 6 case by members of the Industr 


studies. 5%” x 8%"— 128 pages. 
2.00—Sent on approval. 17 How to measure results of industrial advertising 


by William A. Marsteller, May, 1949. 25¢ 
BACON'S CLIPPING BUREAU - seeahiallh “ 
. NS) ow can I fi what type to use? 

343 S. Dearborn St., Chicago 4, Illinois by A. Raynend Hopper, Apr. 1908. SSe 





sty Associatio 
idl rubiicity Association 
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IMPRESSIVE 


Verified controlled circulation of INDUs- 
TRIAL MAINTENANCE AND PLANT OPERA- 
TION iS an impressive 99.66%—tops in 
its field. That's proof of careful list 
control for effective coverage of the $15 
billion plant operating market. 


With the largest circulation in its field, 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION reaches more than 70,000 
maintenance, engineering and purchasing 
executives. 

It covers more than 42,000 plants in 22 
basic industrial fields. Only plants with 
50 or more employees or a $50,000 D&B 
rating qualify. 


Its cost-per-thousand is lower than that 
of any comparable medium. 
It has a record of rapid and _ steady 


growth in advertising volume. In the past 
5 years, the number of advertising units 
has increased more than 47%. 
We have plenty more facts and figures to 
show why INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION should carry your ad- 
vertising. 
Send for 


INDUSTRIAL MAINTENANCE 
and PLANT OPERATION 


MAINTENANCE PUBLISHING CO. 
Philadelphia 1, Pa. 


Market Data Book now. 














COAL 


MINING 








Operators, managers and 
superintendents read Coal Mining 
month after month, year after 
year. Its accurate analysis of cur- 
rent industry trends, plus the 
latest in equipment news, are 
essential tools for improved mine 
operation. 

Advertise in Coal Mining... the 
publication read most . . . quoted 


most by men who buy most. 
AA-1736 


-COAL MINING— 


4575 Country Club Drive « Pittsburgh 36, Pa. 
Serving the coal industry since 1899 























EDITORIAL INDEX.. 
continued from p. 136 


it merits study, but ask distributors 
look for internal inefficiencies .. news 
Sept., p. 40. 


A distributor says Want me to sell 


your new line? Here’s how to convince 
by R. G. DeVries, pres., Northern 


Fol 


Industrial Supply Co., Nov., p. 87. 


®Distributor urges suppliers: More train- 


ing, liaison, ads . . problems, Aug., p. 60 


Distributors decry profit drop. Net profit 
dips to 1.16% 
distribution’ as solution . . 
46. 


of sales; urge ‘selective 
news, Aug 


Distributors to manufacturers: Stress prod- 


uct, not us, in ads .. problems 
46. 


DMAA — Chicago . 
mail in advance . . or you're dead. That's 


Plan your direct 


the word fre Alcoa, Du Pont, American 


Air Filter admen, Oct. 


m 


p. 126. 
Du Pont pokes fun at screwy customer in 


154. 


mail campaign, Oct., p. 


15 tips for program chairmen and he who 
runs a sales meeting . . 5 
, 58. 


RFilm fantasy fights obsolete machines 


with new weapon, Aug. p. 69. 


Film your distributor sales training school, 
and cut costs, by Richard J. Brown, sales 
U. S. Pl j 


promotion mar., yw 


Sept., p. 186. 


Got a complex story to tell? Carboloy does 


it with ads, by Charles St. Thomas 
adv. & sales promotion vark y Dept 
General Electric, Nov., p. 144 


The great distributor hunt .. NIAA 


per, Sept., p. 94. 


Group seliing. To make a sale, the seller 
had to convince design, production and 
sales engineers (and the p.a., too) within 
one company. Here’s how ..., F 


H. Wilkie, merchandising mar., New De 
parture Div., General 
p. 146. 


Hard-headed, hard-hitting campaign sells 


hard hats NIAA Topper, by George 
Andrews, dir., pub. rel. & 
Bullard Co., Sept., p. 96. 


How do you pay your salesmen? 


- ] 
Pp. /4. 


How technical literature solved a tough 


sales problem .. NIAA Topper, Sept 
68 


How to catch customers with your direct 
mail drive. Mouse traps, snap fasteners do 


Co inued « pada 14 
Continued on page 14U 





to | 


















SELL CANADA’S 
$4 BILLION O.E.M. 
THROUGH 






















A $4 billion great-growth mar- 
ket served only by this one 
technical business publication. 
DESIGN ENGINEERING’s 
6,200 personalized circulation 
reaches the very core of indus- 
trial growth. 

An established buying place 
—a vital source of information 
for all engineers who specify 
components and materials for 
original equipment. 

NIAA Market and Media 


file sent on request. 





Design Engineering 
PUBLICATION 






A MACLEAN-HUNTER 






Toronto, Ont 


LOS ANGELES 
ENG 


48) 


NEW YORK 
SAN FRANCISCO 


University Ave., 


CHICAGO 
LONDON 










BLAST FURNACE AND 
STEEL PLANT 


—A monthly semi-t i po- 
per devoted to <aticles concerning the 
making and rolling of steel. 

Read by the executives and key op- 
erating officials of the steel plants in 
all parts of the world. A.B.C. — A.B.P. 


STEEL PROCESSING 


—A monthly semi-technical business po- 
per devoted to articles on Forging, 
Heat Treating, Stamping, Forming and 
Welding. Read by the executives and 
key operating officials in steel process- 
ing plants throughout the world. B.P.A. 


WATKINS CYCLOPEDIA OF 
THE STEEL INDUSTRY 





Bubliched hi 
? 





Contains articles of semi-technical na- 
ture relating to steel making, rolling 
and steel processing. 


Space reservations are now being ac- 
cepted for the 1957 edition. 


Advertising rates on any of the above on 


request. 


Directory of Iron and Steel 
Plants 
—Published annually. 
Price $15.00 postpaid. 
Directory of Steel Processing 
Plants 


Price $15.00 postpaid. 
Publishers 


STEEL PUBLICATIONS, INC. 
624 Grant Bldg. 
Pittsburgh 30, Pennsylvania 
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EDITORIAL INDEX. . 


continued from p. 139 


the job for Wolverine, by 
1dv. mar | i , 
& He 


How to revive a neglected market for 
$6.140 . . NIAA Topper, by Robert G 
1d mgr -olumbia-Geneva [ 


tee rp., cept 


How to tailor catalogs to fit your markets 


ITA ARO 
WIAA LOpper, Dy zeOTGeE 


How to write a ‘Bible’ for industry 
caaiee oa aS : 


T wi 
pper Dy M . K 


If you have a big story . . tell it in a big 


way .. NiAA lopper, by A. L 


Industrialists tell how and why of their 
most successful sales drives 


er Q 
t 


It's the little things that count in selling 


A 7 


quality . . NIAA Topper, by C. J. Daugher 


RLe Roi finds the farm is an industrial 
market . . but selling its irrigation engines 
presents complex problems, by Glenn 
Graft 


Le 


Let's get back to old fashioned selling, 


~ 
IN 


Loaded dice, films, samples help 3M train 
distributors, 12 


Management heads tell about ‘most mem- 
orable’ industrial sales . . J 


t 


1i0 


More group selling sales team meets 


customer team, Aug. 


National Industrial Distributors Assn. 


Awards: 


inding Wheel 


moting distrik 
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Need a manufacturers’ agent? Ask your 


customers . . write them a letter . . you'll 
be surprised by the response, by How 


x 


New Construction Equipment study shows 
where heavy equipment is distributed . . 


New sales show features wide screen, 
directional sound, t., p. 8 


Okay, Copy Chasers, here’s your answer. 
Hustle, not inquiries alone, makes Lewis- 
Shepard ad campaign a big winner 


Packaging makes it easier to buy, hikes 
multiple sales, i 


The printed matter monster . . is it real or 
fancied? . . ver story, by Harold Elfen 


zener 


Product-in-use photos can put sales wallop 


in your customer magazine, by Phil Buck 


The Reynolds Metals story, 


Reynolds sales training head shows way 


to new market 


Rolling along with Wolverine to ex- 


citing promotion 


Sales heads try ‘group effort’ for big, 
long-term sales, 


Sales promotion ideas: 


_ ee 


Pin-ups 


water heaters 


750 dealers learn gospel at super sales 


show, Nov., p. 80. 
Should you increase your sales staff? by 


E. Heymann, mar., adv. sales promotion 


& market research, Signode 


69 


RSIC and inquiries .. how to combine 
by Francis E 
~huck 


them to find new markets, 
Hummel, asst. to exec. v.p. 


xrinder C t., p. 105. 


A. O. Smith keeps diversifying as more 
sales, profits beckon: How marketing is 
organized at A. O. Smith Corp., N 


Rs 


“Soft sell’ wins out in external publica- 
tions .. mpa 


Space reps air their gripes on advertiser, 


aii 
NIAA news 


agency space buyers 


Tags and a guarantee beat prejudice 
against a product, by Bradley P. Williams 


68 


Target: customers’ customers Bulls-eye: Du 
Pont campaign pulls 12,500 inquiries 


NIAA. Topper, Sept., p. 78. 


Tool lease growing, AMA told. Trecker 
tells marketing men that 24 industrial com- 
panies are now leasing machinery 


T 


ews, July 


Univac finds territorial sales potential, 


Oct., p. 206. 

Universal's 18-year campaign . . what 
keeps it going? Service information is clue 
to longevity for textile machine ads, Oct 
156. 


i 


What is sales promotion? by Richard 


Brown, sales promotion mgr., U. S. Ply- 


Nov., p. 116 
What is your ‘most memorable’ sale? 
Company presidents tell their stories 
forum, Aug 32 
PYour industry inventory can lead you to 
the ripest markets, by Nathaniel R. Kidder 
Market Resea & Sales Analysis 


nes & Lamson Machine C Aug. 


@ Shows, exhibits 
Business paper drive draws Machine Tool 


. 


Show visitors .. news, Aug., p. 46. 


80 sales out of 100 leads are claimed for 





NO. / 
{ Sales 
\ Impact 


IN A 


3-PART Package 


APRIL 
OFFICIAL 
PROGRAM 


Jasue 


. sales-provoking impact with 
industry-wide distribution be- 
fore the 60th Castings Congress 
and Show. - 


. will include complete Offi- 
cial Program of technical ses- 
sions, exhibit attractions and 
special social events, 


.ideal “door opener" for 
those seeking to alert the audi- 
ence to products and services on 
display in the big Show—Atlan- 
tic City, May 3-9. 


BECAUSE the three specially de- 


signed issues of MODERN ST- 
INGS—April, May and June—will 
reach the identical audience as the 
60th AFS Castings Congress and 
Show, the sales life of the Congress 
is automatically extended an addi- 
tional month with each issue. 


modern 
castings 

is the natural sales companion 
te the AFS Castings Congress 
and Show. Be sure thot your 
co y takes full advantage 
of triple sales impact com- 
ing from the three Official Con- 
vention Numbers. 


modern 
castings 


Golf and Wolf Roads, 
Des Plaines, 
Illinois 


Breuer Electric exhibit, Aug., p. 67 


$500,000 exposition lures 500 Caterpillar 
dealers, reps, July, p. 123. 

45 building product exhibits travel in one 
truck, Nov., p. 130. 


42 trade show exhibits for the price of 
none. Unusual promotional venture shows 
new product in use, Nov 


GM's ‘Powerama’ to dramatize industrial 


power to public, July, p. 109 


Industrial shows, 


aU 


Kearney & Trecker’s won ad packs ‘em 


in at tool show . . news, Oct., p. 65. 


New sales show features wide screen, di- 


rectional sound, Oct., p. 80 
A post-mortem on Powerama, 
134. 


Powerama .. industrial show for millions, 


Oct., p. 78. 


Predicts more Americans will show in 


» 


foreign trade fairs . . news, Nov 


750 dealers learn gospel at super sales 
show, Nov., p. 80. 


Show contest lures buyers to assemble 
product, beat clock, July, p. 7: 


Small company’s low-cost show competes 
with GM's David vs. 
Goliath as Four-Wheel-Drive tent show 


Powerama. It's 


seeks sales Oct., p., 202. 


@ NIAA news 


Chicago industrial admen produce market- 


ing movie . . NIAA news, Oct., p. 176 


chairman of NIAA re- 
NIAA news, Sept 


Crelley elected 
search institute . . 
160-A. 


Don’t stop the Putman awards, 89% of 
industrial admen vote NIAA 
Nov., p. 148. 


news 


NIAA institute re-elects Chapple, Hays, 
Staudt, Beard . . NIAA news, July, p. 112 
NIAA news: 

9 chapters elect new officers 

shi. 


Hices 


Princeton, N. J. 


Research 


NIAA, 


Institute goes to 


institute move 
ITAA 
NIAA 


to Madison Avenue, Aug., p. | 
Look at what's happening to HQ!, Sept. 
p. 157. 


NIAA discontinues publishers’ awards 


IC 


in policy change, Oct., p. 175. 


Crain tells admen to get in on all 


keting functions, Nov., p. 147. 


@ Problems in Industrial Mar- 
keting 


San distribut 


executives .. 


Executives tell 
bilize sales 


188. 


148 


@ Miscellaneous 


Executives tell ‘why we merged’ 
bilize sales, grow, boost return . . foru 


Nov., p. 188 


15 tips for program chairmen and he 
runs a sales meeting .. p! } 
58. 


Forkert urges graphic arts center to foster 
new low cost printing .. news, } 
20 


How can industrial adman train himself 
as public speaker? .. problem et 


16 


How to get more and better case study 


Winfield 


interviews, by 
rel, acct. supervisor 


v., p. 138. 


How to transform engineers into writers. 
You can cajole, embarrass and spy on 


vontinued or 1ge 142 
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INDUSTRIAL PROCESS 
EQUIPMENT MANUFACTURER 
OFFERS UNUSUAL OPPORTUNITY 


The man we want is too capable 
to be looking for “just another 
job”’. 

He wants the opportunity to grow 
with an expanding company: to 
take on responsibility as fast as 
he can handle it. He can become 
assistant advertising manager of 
our industrial division, if he has 
the ability. 

The man we want is probably a 
graduate engineer; or has the 
equivalent technical knowledge. 
He is not over 40 years of age. 
He con write easily and well on 
technical subjects. He has demon- 
strated this ability by writing 
technical articles for the trade pa- 
pers, as well as product folders 
and specification sheets. 

We want a top notch man and we 
are prepared to offer him a good 
salary with increases as he pro- 
gresses, plus a complete package 
of employee benefits including a 
liberal pension plan. We believe 
that the biggest attraction for this 
man will be the opportunity of 
growing with a good company in 
a pleasant northwestern Ohio lo- 
cation. 

Tell us all about yourself and your 
income requirements. Include a re- 
cent photo. All applications strict- 
ly confidential. 

Write Box 518, c/o Industrial 
Marketing, 

200 E. Illinois St., Chicago 11, Ill. 














Are you watching 
Competitive Advertising For this 


/nformation? 


PUBLICATIONS 


ation 


Advertisers’ Research Service 
ROUTE NO. 2 CHESTERTON, IND 


Case Histories 
on products in use 


Photographic and reporting 
assignments covered throughout 
North and South America 
for advertising, editorial or 
research purposes 


ng SERVICE 
ARK 2, NEW JERSEY 


phone 
MArket 2-3966 


or write 


sicxtes “Zovo- 


38 PARK PLACE « 








When Chain Saw Peo- 
ple Seek Chain Saw In- 
formation They turn to 
Chain Saw Age. 


Portland 66, Oregon Founted ioe 
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EDITORIAL INDEX. . 


continued from p. 141 


them successfully, by David H. Harris, 


asst. adv. & sales promotion mgr., Burndy 


Engineering Co., Oct., p. 116. 


New. fast way to send visual material 


thousands of miles, Dec., p. 81. 
@ Departments 


Advertising volume in business papers, 
July, p. 82 . 82, Sept., p. 160-B, 


Oct., p. 182, Nov., p. 154, Dec., p. 122. 


Riss 
Aug., 


Company communications, Oct., 


N ~ 


Nov., p. 50, Dec., p. 54. 
Copy chasers, July 
re 


Sept. 143, Oct. 
} 


r 


Dec., p. 131. 


Cover story, July, p. 
p. 81, Nov., p. 85, Dec. 


Editorial index, July, p. 132 


Editorially speaking, July 


126, Sept., p. 200 
200, Dec., p. 168. 


Employe communications 
tions, July, p. 124 


7A 
i/ 4%, 


124, Aug 


From Washington, 
18, Sept., p. 16, O 


IM gallery, Oct., p. | 


Industrial shows, 


131, Sept 


2 


Letters to the editor, July 


NIAA news, 


Problems in industrial marketing, July 
46, Aug., p. 60, Sept., p. 58, Oct 
Nov., p. 16, De 
Sales promotion ideas, | 

16, Sept., p. 166, O 
] 6 Jv. 
Top management forum, Ju! 
p. 132, Sept., p. 178, Oct., p. 161 


Which ad attracted more readers? July, p. 
105, Aug., p. 128, Sept., p. 172, Oct., p. 66 
Nov., p. 45, Dec., p. 49. * 


| 








CIRCULATION PROMOTION 
MANAGER 


let my 





An experienced cir pr 
man is being sought for a group Pd 
Llickoadl fesei, i ie ii. oa 





P o- 
cated outside of New York. A back- 
ground in building lists and writing 
promotion letters preferably for tech- 
nical magazines is desired. Either a 
No. 2 circulation promotion man anx- 
ious to head a department or a man 
working on magazines with limited 
distribution and willing to accept 
greater responsibility could qualify, Age 
28-42. Appropriate remuneration. This 
is a permanent, newly created position 
and the opportunities are unlimited. 
Your reply is respected and held in 
confidence. Our employees know of 
this advertisement. 


Write Box 516, c/o Industrial 
Marketing, 200 €E. Illinois St., 
Chicago 11, Ill. 











if you wish to reach the 


coal trade use 


NEW YORK 
Whitehall Bidg. 


CHICAGO 
Manhattan Bidg. 


for over 70 years the leading 
journal of the coal industry 








N. Y. Ad Agcy, Inc. wants livewire as- 
sociate to match $100,000 plus billing. 
Active, diversified accounts steadily in- 
creasing their volume. Merger or part- 
ner considered. Write in confidence. 


Box # 517 ¢/o Industrial Marketing, 
200 E. Illinois St., Chicago 11, Ill. 











MEDIA AND MARKET FACTS 


FOR BUILDING YOUR 1956 
SCHEDULES 


. see the hundreds of pages of 
data covering 69 primary markets 
— specifications, rates and circula- 
tions of the 2,400 business papers 
serving U. S. and Canadian industry 
— and the factual presentations of 
200 leading publishing organizations 

. in your 


Your 


1956 INDUSTRIAL MARKET DATA & 
DIRECTORY NUMBER 














Index to Advertisers 





“Advertisers’ Research Service _ 
*American Artisan 
“American Ceramic Society 
“American City, The 
“American Engineer : 
*American Institute of Electrical Engi- 
neers 59, 62-63 
“American Institute of Mining and 
Metallurgical Engineers 62-63 
“American Metal Market 119 
“American Society for Metals, The 4-5 
“American Society of Civil Engineers, 
The 12, 62-63 
“American Society of Mechanical En- 
gineers 62-63, 64 
“American Society of Tool Engineers, 
The Insert Between 96-97 
Annual Meat Packers Guide 36 
“Appliance Manufacturer - _.. 6-7, 120 
Army Navy Air Force Journal 135 
*A.S.M.E. Mechanical Catalog and Di- 
rectory 62-63, 64 
Associated Business Publications, The 124 
“Associated Construction Publications 13 
*Automotive Industries 25 


*Bacon’s Clipping Bureau 138 
Black Diamond 142 
“Blast Furnace and Steel Plant 139 
Breskin Publications 
82-83, Facing Page 113 
Burkhardt Co., The 122 
“Business Newspapers Association of 
Canada 120 


Canadian Industrial Equipment News 18 
“Ceramic Bulletin 20 
Chain Saw Age 142 
Chemical Engineering 16-17, 28-29 
“Chemical Engineering Catalog 24 
“Chemical Engineering Progress 10, 62-63 
Chemical Processing 90-91 
Chemical Week 16-17, 28-29 
“Chilton Publications 25, 53 
*Civil Engineering 12, 62-63 
Clark-Smith Publishing Co. 44 
*Coal Mining 139 
*Conover-Mast Publications, Inc. 4th Cover 
“Construction - omen 13 
“Construction Bulletin 13 
“Construction Digest 13, 128 
“Construction News Monthly 13, 135 
*Constructioneer : 81 
Control Engineering Insert Between 32-33 
Copp & Associates, Wm. C. 136 


*Daily Journal of Commerce 136 
“Dairy Industries Catalog 133 
Design Engineering 139 
“Dixie Contractor, The 13, 131 


Electrical Construction & Maintenance 

: 106-107 
“Electrical Engineering 59, 62-63 
Electrical Manufacturing 34-35 
Electronic Design 21 
Engineering & Mining Journal _ 2nd Cover 


*Factory Management & Maintenance 56-57 
*Farm Implement News _ 33 
Feather Company, William, The 52 


*Food Engineering 77 
Food Processing 90-91 


Gage Publishing Co. 34-35 
“Gardner Publications, Inc. 86-87 
General Exhibits & Displays, Inc. 32 
*Gillette Publishing Co. 54 
Glenn-Jordan-Stoetzel, Inc. 137 


Harwald Company, Inc., The 134 
Hayden Publishing Corp. 21 
“Haywood Publishing Co. 40 
“Heating, Piping & Air Conditioning 89 
“Hitchcock Publishing Co. 31 


“Ice Cream Review, The 133 
“Industrial Distribution 50-51 
“Industrial Equipment News 19 
“Industrial Heating 128 
“Industrial Maintenance and Plant Op- 
eration 134, 139 
“Industrial Marketing 116-117 
“Industrial Packaging 40 
“Industrial Press, The 45 
“Industrial Publishing Group, The 8, 9 
“Institute of Radio Engineers, Inc., The 108 
*Iron Age 53 
*Iron & Steel Engineer 131 


Journal of Metals 62-63 
Journal of Petroleum Technology 48 

“Journal of the American Concrete In- 
stitute 118 


“Keeney Publishing Co. 11, 89 
Kleen-Stik Products, Inc. 27 


“Machine and Tool Blue Book 31 
*Machinery 45 
*Maclean-Hunter Publ. Corp. _ 2, 135, 139 
“MacRae’s Blue Book 14 
“Maintenance Publishing Co. 134, 139 
Marsteller, Rickard, Gebhardt and 
Reed, Inc. 37 
“Materials & Methods 110-111 
“McGraw-Hill Publishing Co., Inc. 
2nd Cover, 16-17, 22-23, 28-29, Insert 
Between 32-33, 50-51, 56-57, 77, 
78-79, 106-107, 3rd Cover 
Mechanical Catalog 62-63 
“Mechanical Engineering 62-63, 64 
*Metal Progress 4-5 
*Michigan Contractor & Builder 13 
“Mid-West Contractor 13 
Midwest Purchasing Agent, The 15 
*Milk Dealer, The 133 
“Milk Plant Monthly 136 
“Milk Products Journal, The 133 
“Mill & Factory 4th Cover 
*Mining Engineering 62-63 
“Mississippi Valley Contractor 13 
“Modern Castings and American 
Foundryman 141 
“Modern Industrial Press, The 6-7 
“Modern Machine Shop 86-87 
Modern Office Procedures 8, 9 
Modern Packaging 82-83 
Modern Plastics Facing Page 113 
Modern Power and Engineering 135 
“Modern Railroads 6-7, 125 
Modern Sanitation 127 


National Industrial Adv. Ass‘n. 
“National Provisioner, The 
“New England Construction 


Offshore Drilling 
Oil and Gas Equipment 
“Olsen Publishing Co., The 


Package Engineering 43 
Paper Trade Journal 49 
Peace Publications, H. L. 137 
Petroleum Equipment Publishing Com- 

pany 124 
Petroleum Publishing Company, Inc. 130 
Petroleum Week 78-79 
Pilot Productions Inc. 138 
“Pit and Quarry 103 
“Plant Engineering 38-39 
“Plumbing & Heating Business 129 
Powell Publications 127 
*Power 3rd Cover 
“Proceedings of the I.R.E. 
“Products Finishing Directory 

Progressive Architecture 

Insert Between 112-113 

Putman Publishing Co. 90-91 


“Railway Age 41 
“Reinhold Publishing Corp. 

24, 110-111, Insert Between 112-113 
“Rock Products 2 
“Rocky Mountain Construction 13 
Ronald Press Company, The 60 


SAE Journal 61 
Sales Tools, Inc. 136 
Service Bindery Co., Inc. 123 
Sickles Photo-Reporting Service 142 
Signal 136 
*Simmons-Boardman Pub. Corp. 41, 124 
“Smith, Inc., Harry W. 121 
“Smith Publishing Co., W. R. C. 55, 92 
Society of Automotive Engineers, The 61 
Southern Hospitals 

“Southern Power and Industry 

“Southwest Builder & Contractor 

“Stanley Publications, Inc. 

“Steel Processing 

*Steel Publications, Inc. 

“Street Engineering 


“Technical Publishing Co. 

*Texas Contractor 13 
“Textile Industries 92 
“Textile World 22-23 
*Thomas Publishing Co. L, 
“Thomas Register 1 
*Tool Engineer, The _ Insert Between 96-97 
‘Transportation Supply News 101 


“Vance Publishing Corp. 58 


“Wall Street Journal 42 

“Watkins Cyclopedia of the Steel In- 
dustry 139 

“Watson Publications, Inc. 6-7, 120, 
West-Dempster Co. 

“Western Builder 13 
Wittner Advertising, Fred 

Wood and Wood Products 5° 


*For detailed reference data see The Annual Market Data and Directory Number 
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More business paper audits in ’56 


The tremendous expansion of industrial and business 
paper advertising volume during the past few years 
should continue in 1956 with the dynamic growth of 
American industry and the maintenance of healthy 
competitive marketing activities on all fronts. 

One of the handicaps to this progress is the fact that 
two out of three business publications continue to offer 
their services without the aid to buyers which would 
be provided by audited circulation statements. How- 
ever, we believe that publishers, advertisers and ad- 
vertising agencies alike recognize the importance of 
this basic type of information service, and that many 
more publishers will plan this year to participate in 
advertising expansion through making audited circu- 
lation statements available to their customers. 

While many publications have continued without 
audits, because of inertia or the feeling that submitting 
to audits would be expensive and time-consuming, the 
real reason for lack of more audited media in the in- 
dustrial and business field is the failure of buyers of 
advertising space to make their wants known. Some 
of the largest industrial advertisers in the country 
continue to use many publications which do not supply 
audited data on circulations and the business classifi- 
cations which they cover. 

If buyers of space made it clear that a publication is 
handicapped in its solicitation of business without hav- 
ing an audited statement to submit, along with informa- 
tion about editorial service and market coverage, 
publishers who have been delaying action would prob- 
ably decide that it was to their advantage to supply 
this essential type of information. 

The idea that only “cats and dogs” in the business 
publishing field are unaudited is one of the fallacies of 
the situation which examination of the facts quickly 
reveals. Many of the best publications in the country 
still continue successfully without audits. Yet they 
recognize the logic of furnishing audited circulation 
statements, and many of them are planning to provide 
this service in the immediate future. 

For example, the advertising director of an out- 
standing business paper, which is recognized as the 
leader of its industry, said recently that it is now apply- 
ing for audit bureau membership. He added, however, 
that he has never been asked by an advertiser or agency 
for such a statement in the 25 years the publication has 
been in existence! And the largest and best known 
professional medical journal, published by an associa- 
tion, says that its circulation statements, issued without 
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benefit of audit, have never been questioned by the 
hundreds of advertisers and agencies with which it 
does business. 

The top-flight publication, whose editorial service 
and circulation coverage are well known to those 
familiar with its field, often has such an established 
position that few question the validity of its unaudited 
statements. But its policy aids other publications which 
are not so worthy of confidence, and thus supports 
questionable circulation practices among the weaker 
media. The leader has an obligation and responsibility 
to set the best possible example for its own field, and 
to help buyers to select media with all the necessary 
information available for their use. 

The ABC, the oldest audit bureau in the country, is 
endeavoring to simplify circulation record procedures, 
as a means of reducing the load on publications. For 
most business papers, however, this expense is not a 
major cost factor. Thus the relatively small investment 
needed to take advantage of auditing service will be 
more than offset by the greater acceptance and adver- 
tising volume which would logically follow. 

But advertisers and agencies themselves can do more 
to initiate action than anyone else, and it is to their 
interest to express their views to the media with which 
they are doing business. 


PB .aic/) 


D. Crain Jr. 





Publisher 





Businessmen who thought the past yearwasa prosperous one have 


some exceptionally good news for 1956. New plants andequip- 


_ ment expenditures will be upped 13% above the 1955 figure — 

Needless to say there is a vari ee of this additional *4 billion” 
for manufacturers in the power-field because expansion of plant 
facilities and increased use of automatic production mean more 
power. Another fact: 1956 will beahighly competitive year. That's 
why wesuggest that manufacturers whowant theirshiare of the big 
_ business in '56" begin by telling about themselves in Power. 
In the advertising pages of Power, your products will become 
knownand remembered by 45,000 of the most intense and con- 
sistentreaders. These men (all pay toget copies of Power) wield 
the “ Big 0.K." wheneverand wherever power-field equipment is 


bought. 


*Thes _ extracted from the McGraw-Hill Department 193 
of Economics y andiedenan spending plans for 1956. “ 


B. IF YOU WANT TO MOVE A PRODucT\puT |” / BEHIND IT 
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Industrial Salesmen are Johnny on the Spot 


When a new plant executive takes over 
the industrial salesman gets there fast 


and... 1,645 industrial salesmen see to it that Mill & 
Factory reaches these new specifying and buying in- 
fluences immediately. 


Through the unique Franchise-Paid circulation method, 
1,645 full-time salesmen of plant machinery, equipment 
and supplies select the readers for Mill & Factory . 
the men they know, through repeated personal contact, 
have genuine specifying and buying authority. Indus- 
trial Salesmen are the only men in today’s complex in- 
dustrial market who know which plant executives specify 
and influence buying ...no matter what their titles 


That’s why your sales message in Mill & Factory can 
do advertising’s first and most important job... to back 
up your own salesmen by getting your story to the men 
whose yes means an order... It’s the only magazine 
specifically designed to do this job! 


Mills Factory 


205 East 42nd Street Opa 


New York 17, N. Y. 


A CONOVER-MAST PUBLICATION 





